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MAS PINOY 


. . . famous words, but descriptive of only 
a small part of the miracles Soring brings. 
For its exuberance and awaked vitality are 
not confined to young men alone. Brothers, 
Sisters, Mothers, Fathers, and Grandparents, 
too—all take a new interest in life—and 
quite naturally clothing—at Springtime. But 
that's only one reason why KORRECT-WAY'S 
"Sacha-Francine'"’ Prep Men, Junior Miss, 
and Adult Mannequins are such super-sellers. 
So real you can almost hear them talk, these 
fine figures literally have everything. Light- 
weight papier-mache bodies . . . adjustable 
arms ... latest coiffures . . . quality finishes 
...are only a few of their many outstanding 
features. Never before have such attention- 
arresting Mannequins been available at such 
LOW PRICES. Learn all about them, with- 
out delay. Write, phone or call on your 
nearest Korrect-Way Distributor (listed be- 
low) for photographs and details on the com- 
plete Korrect-Way line, today. There's no 
obligation. 


KORRE C T-WAY me DISPLAY PRODUCTS 


NEW YORK 
ATLANTA 
BALTIMORE 
BOSTON 
BUFFALO . 
CHICAGO 


CINCINNATI . 


“The Best for You in Forty-Two” 


43-51 West 36th St 
Melvin S. Roos 
William's Corporation 
Eastern Displays, Inc 
Samuel C. Dutch & Son 
Hecht Fixture Co 
General Display Corp. 


Pribil Display & Sup. Co 
. Walter W. Martin 

The Art Products Co. 
KANSAS CITY. | National Equipment Corp 
LOS ANGELES Grossman & Silvers, Inc 
MINNEAPOLIS L.€£. Hier Display Equip. Co 
NEW ORLEANS . Gulf States Display 


CLEVELAND 
DENVER 
DETROIT . 


PHILADELPHIA Naythons Display Fixture Co 
PITTSBURGH. _. Deweese Display Equip. Co 
PORTLAND Northwest Display Equipe 
ST. LOUIS Midwest Disp. Equip. Corp 
SAN FRANCISCO Kehoe Display Fixture Co 
MONTREAL . . Miller's Dis. Fixts., ' gd 
HONOLULU . . Beders 
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This patriot speaks his mind and as 


STENSGAARD OFFERS 


way ouck sees WIC TORY POSTERS 


SIZE 42 INCHES x 45 INCHES * PROCESSED IN 9 RICH OIL COLORS « SET OF 6, only $20 


DONALD DUCK SERIES 


eo YOUR LIP/ 


AG mewn @ 
fe 
BONT GETRAY SECRETS 


ONT SPREAD RUMORS 


W.D. 456 ‘Taxes Will Bury the Axis’ W.D. 461 The USO f 
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@acr “Disne’ DONALD DUCK SERIES 


MECHANICAL 


VICTORY DISPLAYS 





Jordan Marsh, Boston, were among the first to use 
this series of 6 mechanical displays. Same designs 
Gs posters above. 


They teach facts in 
easy to understand 
methods. Lend your 
windows so that 


people may learn. 
. 


OFFERED TO YOU 
ON RENTAL BASIS 


ONE WEEK $500 


SHOWING 


Two Weeks $750 


SHOWING 
(plus small incoming 
express charge) 


WRITE OR 
WIRE FOR 
RESERVATION 
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GET IN THE SCRAP | 





W.D. 457 


Buy UNITED STATES DEP Ey, 


SAVINGS BONDS .., STAM 





On our way to VICTORY everv dollar means a step ahead 


W. D. 459 — 


FORCEFUL... 
COLORFUL... 
HELPFUL 


The kind everyone understands. Use these in windows or about 
the store or factory — they really do a job — Donald always 


has been known for ‘‘out and o@t''— no half way measures. 


FOR WINDOWS AND INTERIORS 





FREE e e e Just off the press... 


beautifully illustrated 12-page 
brochure with full description 
of 12 Walt Disney Insignia 
posters and 7 insignia Comu- 
ras showing 54 insignia de- 
signs. Also, 6-page brochure 
on V for Victory properties— 
carvings, Comura and posters 
in full color. With suggestions 
for uses in windows, interiors 
and all Patriotic displays. 


ALSO 
“Baby Mine” FREE! Complete Brochure WRITE 


FROM the DISNEY °" “BABY MINE" Display 


DUMBO and Promotion Materials. TODAY 








W. L. STENSGAARD & ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 


NEW YORK OFFICE: 30 ROCKEFELLER PLAZA © OAKLAND OFFICE: LEAMINGTON HOTEL 














a See 
and Williams’ new MARY BROSNAN 3 
STUDIO MANNEQUINS styled by DESHA 







really do things for the suits they 






wear and the stores they work for. 






Photos and complete details on request. 
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498 SEVENTH AVENUE ° NEW YORK 


EXCLUSIVE DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS = CYRILLE STEINER FIXTURES 
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OUR NEXT ISSUE 
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and its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 
With the April issue, DISPLAY WORLD 
swings into the displays of early summer with 
appropriate articles, photographs and sketch- 


es for various types of merchandise. . . . 
Barbora Baer, whose new column began in 
the March issue, will have more novel display 
ideas for you from New York City's "Play 
World.” . . . And of course De Sault, Bing- 
ham, Cross, Hull, Roehl, Gehring, and other 
fegulor contributors will be on deck as usual. 
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"Window shopping is an American habit. 
Window shopping is educational. The win- 
dows reflect a store's character, and in 
these days of higher payrolls, and with 
money in the pockets of many people who 
have heretofore had little of it, beautiful, 
artistic, and well-merchandised windows will 
attract more customers inside than many 
newspaper advertisements.''—Maurice Spec- 
tor, president, The Blum Store, Philadelphia. 


THE COVER 


‘Arrival of Spring Fashions" is the title of the window 
shown on this month's cover. Designed and executed by 
L. V. Barofsky, Morris B. Sachs Company, Chicago, the 
display is one of several handled in a similar manner. 
The mannequin is seated in a paper sculptured old- 
fashioned surrey, drawn by full-sculptured paper birds in 
pastel shades. The surrey is of white, with red baroque 
paper sculpture for the decorations. The solid back- 
ground is made of 10-inch squares of pearl-gray tissue 
paper formed into rosettes and stapled in place. 
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These displays are Stoppers’ 


Douglas Fir Plywood makes them easy to build, sturdy, long-lived and economical 


-.  ‘NOCREASE CMP OMmENT THROUGH 
& DEVELOPMENT AND WISE Use OF 


ABOVE: The Forest Serv- 
ice Division of the U. S. 
Department of Agriculture 
exhibits this plywood dis- 
play at fairs and similar 
gatherings. Of special in- 
terest are the 3 plaques 
which contain 3-dimen- 
sion trees, buildings, etc., 
cleverly cut out of ply- 
wood. The inset shows a 
close-up of one of these 
plywood plaques. 


Some like them hot 
F Some like them cold 


But none like them old 
Se: 


RIGHT: If your Easter dis- 
plays aren't already built, 
this cut-out plywood rab- 
bit display used last year 
by Stern Bros., New York 
City, may give you an 
idea for a window or 
counter arrangement. 





@ Turning ideas into attention-getting displays is no 
problem at all when you use Douglas Fir Plywood. This 
amazing “wood and glue sandwich” offers the combina- 
tion of large size, great strength and rigidity, light weight 
and easy workability. It simplifies and speeds construc- 
tion. It takes amy finish . . . natural or stain to bring out 
the distinctive grain... paint, plastic paint, enamel, paper 
or cloth. Displays built of it have long life—need only 
refinishing to look like new. And when displays have 
served their purpose, the plywood can be salvaged time 
and time again for other uses. This naturally does much 
to keep your display budget in line. 


Send for the new book, “Display Signs with Douglas Fir 
Plywood,” if you haven't yet asked for a copy, and let the 
many tested ideas it contains make your work easier. Thea 
put in a stock of Douglas Fir Plywood in representative 
grades, sizes and thicknesses and use it to produce more 
attractive, more profitable displays. Douglas Fir Plywood 
Association, Tacoma Building, Tacoma, Washington. 


GENUINE 


How Would You Like 
Your Easter Eggs ? 


Some like them boiled, 
Shired, baked of tried 

Some like them poached, Can you think of any more? 
We can't. ‘Cause we've tried! | 


Whether you're preparing EGGS MORNY...or frying thems 4 
whether you're serving EGGS a le | 
BENEDICT or just plan BOILING them .. we have oll the 
old fashioned egy cookers, and a whole lot of new 
ones up in Stern's greot filth Floor Housewares Section... 
Where o little goes ¢ long way, ond the humble egg | 
becomes the inspirotion for culinary masterpieces, | 





DOUGLAS FIR PLYWOOD ASSOCIATION 








—_——————— = 


SEND FOR THIS FREE BOOK. It 
was written by A. E. Hurst, a 
nationally recognized display 
authority, and contains 16 pages 
of pertinent material on Douglas 
Fir Plywood signs. Simply ad- 
dress a postcard to Douglas Fir 
Plywood Assn., Tacoma, Wash., 
to get your copy. 


SPECIFY DOUGLAS FIR PLYWOOD 


BY THESE "GRADE TRADE-MARKS” 


Douglas Fir Plywood 
WALLBOARD 


OF PA 
INSPECTED 


PLNPANEL DERA 


THADE MARE AEG. ©. &. PAT. OFF, 


EXT.-D.F.P.A. 


FRAOE MARE BEG & & PAY, OFF, 
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EXTERIOR PLYWOOD built these flashy, 
durable outdoor signs. Silk-screen pro- 
cessed by Anderson & Fraser, Portland, 
Oregon, they're giving advertisers eco- 
nomical but proven sales assistance 
Because Exterior-type Douglas Fir Ply- 
wood is made with a water-proof bond, 
it is the correct type to use for all per- 
manent outdoor work. 
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Fair Trade Merchandising Associates, New York 


Prior to the establishment of reliable dis 
play service Companies or the operation of 
display installation departments by manu 
facturers themselves, window space was in 
reality an unknown, uncontrollable quantity. 
The checking system on circulation of news- 
paper and magazine media could not be ap- 
plied in the same measured yardstick when 
an advertiser planned his display budget. 

Now, with curtailment, shortages and ris 
ing costs being the order of the day, window 
display material—and installation 
a still greater importance and value. The 
mistakes that may have slipped by in the 
past will definitely have to be 
will haphazard handling of displays. The 
old “hope-they’ll-use-the-stuff”’ method of 
shipping out displays, even counter cards, 
There just will not 


takes on 


avoided, as 


will have to be shelved. 
be any room for wastage of any sort. Costs 
and shortages will put a stop to that. 

First of all, let us examine some of the 
existing conditions surrounding window 
space usage. (If in the course of this article 
I may tend to refer to the drug field without 
reference to other types of products it is be 
cause my own experience has been centered 
in this market. No doubt any arguments 
or suggestions applying to this market are 
readily applicable to others as well.) It was 
not uncommon in the past, and the practice 
is still continued, for a manufacturer desir 
barrage to support 
national consumer advertising to step out 
and make some pretty 
dealers controlling choice traffic spots. These 


ous of a heavy display 
generous offers to 


offers entailed free goods deals of one sort 
or another, or perhaps a lengthened discount 
on purchases. 

To most dealers it was in the natural way 
of doing things to accept all or most of the 
best offers that came their way. The re- 
tailer would readily turn over some very 
valuable window space to a one-time display 
not so much because it may have suited his 
needs but merely because of the free goods 
or extra discounts extended. 

Then came the chains and variety stores 
with a more prominent part in the retailing 
Picture. Their studied methods of operation 
quickly proved that windows were a_ very 
specific and essential consideration in the 
store's monthly rent bill. They came up 
with cold facts and figures about the value 
of window space. Their statistics showed 
that giving up a full window to one-item 
display did not usually pay the rental per- 
centage on that window. Or, if a one-item 
display were to pay out, that single product 
could not be given the length of display in 
time that other types could stand. It was 
at this point that more and more of the pro- 
gressive independent retailers began to fol- 


low the policy of the chain and variety 


Stor 
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The Trend Is To Mass Display 
or The National Advertiser 


By N. T. SEDLEY, President 


In simple arithmetic, a window holding 


one item might double or treble the sales 
of that particular piece of merchandise. On 
the other hand, and when you consider the 
host of items a retailer stocks, if a window 
held, let us say, ten items and the display 
doubled or 
ot these products the dealer has 


trebled the volume of only five 
accom 
plished two highly important merchandising 
essentials: (1) faster turnover and greatet 
dollar volume on several units of merchan 
dise; (2) a boost in store traffic, which is a 
prerequisite to the success of any retail 
business. 

So it is that more and more promotion 


minded retailers, taking a leat from the 
chains, have come to learn that a display 
window more than a_ sheet ot 
plate glass ... that this selfsame window 
distinctly represented in the rent 


which he pays on the store. 


represents 


is very 
These retailers 
have discovered from recent figures com 
piled by chain and variety stores that win 
dow space is valued at 30 to 40 per cent ot 
the total rent charge. 

Therefore, as the first big rule in planning 
displays I would suggest that manuiacturers 
would do far more good for their products 
and company if they took the “I” 


out of planning display material. For greater 


emphasis 


effect and increased usage ot displays, the 
advertiser should give the dealer a thought 
Putting it bluntly, he should try to 
be a bit more unselfish. Getting the “you- 
and-I” slant in display copy and design, 
such as adopted tor other media, will help 
worthwhile results. It 


or two. 


accomplish several 
will save money through extended use of 
material, doing a lot of the 
dumping taking place in retailers’ cellars 


away with 


It points the advertiser out as being more 
on the cooperative side of the fence to the 
growing group of retailers who are becom 


ing increasingly conscious of the worth of 
their windows. 

At this point the pictorial advertiser may 
come up with the question, “Well how do 
I assure myself a prominent spot in a win- 
dow if I lay off big pieces or full windows ?” 
That is the $64 question. The answer: “Ti 
vou have your own crew of displaymen, have 
them suggest to the retailers the 
that they surround your own 
material with other merchandise of the deal- 


service 
will gladly 
ers’ choice, non-competitive if preferable to 
you. Wouldn't vou consider that a pretty 
good angle for boosting company and prod 
uct good-will ? 
display 


Then, if you do not have 
staff, I would 
you look into the services offered by a good 


your own suggest 
window display installation company.” 
The advertiser should, by all means, seri 
ously question his past habit of automat 
cally shipping out display material to stores 
From my own experience as a retailer in the 





City 


past, and from present experience in work- 
ing with dealers, I feel I would be sate in 
estimating that 50 per cent of the display 
material shipped in this manner is almost 
absolute waste. Secondly, where the dealer 
does use these displays you will find that 
only 35 per cent get minor space in the 
window or interior of store; the balance, or 
15 percent, is the small part which is placed 
in effective spots. It is well to remember, 
too, that this method of handling display 
material not only detracts from its own 
value but carries no assurance at all that it 
will ever see use 

\nd has the average advertiser ever really 
checked the promiscuous and negligent uses 
of display material handled by salesmen and 
missionary men Unless this material is a 
major part of some deal offer, most of the 
boys turn quite listless when it comes to 
setting up displays Kager to please the 
from offending him 


about 


retailer, they will shy 
if he puts up the slightest protest 
crowding his counter or upsetting a_ fixed 
window There is another prominent torm 
of waste to watch. 

again. 


Getting back to types of display 


\s pointed out, there isn’t any question 
about the trend to mass, many-itemed win- 
dows. If the item is such as is found in the 
should be consid- 


drawback. 


drug field, mass display 
ered an adjunct rather than a 
Given a window stocked with a score of 
items and price-tagged in a conspicuous 
way, the public is impressed with the “on 
sale’ atmosphere. That is one of the main 
reasons behind the planning of chain and 
variety store window displays. These stores 
create that appeal to help draw 
attention, traffic, and in- 


creased turnover of merchandise. 


“sale” 
greater heavier 

The one-product display will seldom serve 
to hold the passerby’s attention and time as 
will the mass display. Then, too, the latter, 
if changed at frequent intervals and attrac- 
tively set up, marks the store as being one 
which is well stocked with fresh merchan- 
dise. 

As to proof that mass display can and 
does boost volume on your product though 
it may be one of many items shown, read 
vice-president of 
upon 


what Turner Currens, 
Norwich 


checking carefully 357 stores after a two- 


Chemical Company, says 


month test of merchandise display: 
“We found that total sales to the 357 stores 
For a 
sounder study on this type of display, which 
display and tie-up 
publicity in store circulars, we waited an 
additional period to allow for cumulative 
effect as well.” 
R. J. Ingram, sales 
Bristol-Myers Company, says: “From gen 
[Continued on page 42] 


mass 


went up by $4,668.67 extra business. 


included tie-up interior 


assistant manager, 
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Thalhimers’ Centurama 


By W. T. MUNFORD 
Thalhimers, Richmond 


In planning a display program to com- 
memorate one hundred years of good shop- 
problem was to 
make this promotion the most important 
one in a hundred Our organization 
was determined at the beginning to coordi- 
nate advertising and display with merchan- 
dising 

The merchandising division established a 
color scheme to be picked up in ready-to- 
and There were four 
which we Thalhimers’ “Cen- 


keeping, the outstanding 


years. 


accessories. 


called 


wear 
colors 
turama”’ colors. 

We had a special song 
“My Mem'ry of the South.” 
fashion 


written, called 
The lyrics were 
window shop- 
made in the 
box. 

iden- 


written around and 
ping, and the 
manner of an 

The name Centurama 
tify the entire promotion, and a decorative 


recording was 


old-fashioned music 
was used to 
version of a century plant was selected as a 
visual device for identification. These dec- 
orative century plants, worked into a group 
with spring flowers, lacquered white, were 
used as ledge pieces throughout the store. 

We had to install eighteen windows over- 
night, with backgrounds, floor 
coverings, props, and merchandise. It was 
impossible to meet this schedule 
in one night's installation. In planning to 
overcome this, we decided to install a bank 
of windows before the opening. 
These windows were in the nature of pre- 


complete 


physically 


one week 
“teaser” windows. They consisted of 
valances, a floor cut-out 
letters, “Thalhimers Centurama,” and coral 
curtains were partially 
the center, like tabloid curtains in the 
theater. This opening was about 4 feet by 
5 feet high. In back of the opening we 
installed small settings, only 18 inches deep. 


view- 


new board with 


colored opened in 





These consisted of glass globes with three- 
dimensional scenes inside, depicting impor- 
tant events in Virginia during the past cen- 
tury. Some were the first telephone switch- 
board employing women; the first successful 
trolley car in Richmond; drinking medicinal 
water at the Springs; General Lee as presi- 
dent at Washington and Lee university. 
These windows accomplished 
three things: (1) The coral colored 
curtains were essentially fashion-wise, and 
because of the color alone attracted consid- 
able attention. (2) The floor board with the 


“teaser” 


soft 


name, “Thalhimers Centurama,” gave us 
one week in advance of the newspaper brvak 
to create interest in a new term, “Centur- 
ama.” (3) By using only 18 inches of 
depth, we were able to install the large 
backgrounds for the opening during the 
week that the preview windows were i: 

The Centurama windows opened at noon 
on Monday, February 23. On Sunday, Feb- 
ruary 22, and Monday morning, February 23, 
we had two full-page ads devoted to the 
Centurama and the Centurama_ windows, 
emphasizing that promptly at noon they 
would open. The ad on Monday morning 
plugged the song, which was played in front 
of the windows. This ad read, “Hear it 
played by the music box in our windows. 
Hum it, whistle it, sing it... it’s your 
song . it's Thalhimers’ Centurama theme 
song, written expressly for the Centurama. 
Delight in the old-fashioned music 
that tinkle out its contagious melody. 
See the premiere of our Centurama colors in 
our bower-of-blossom windows.” 

We had decided to make a real show of 
We had over 250 leading 
manufacturers, and 
from New York down for the 
We started our music about half 
By five min- 


boxes 


our presentation. 
fashion editors, busi- 
ness men 
opening. 
an hour before the unveiling. 
utes to twelve we had approximately 5,000 
people in front of the eighteen windows, 
waiting for them to open. 

Usually when we draw our curtains, this 


—These are examples of the ‘'teaser'’ window 

displays used by Thalhimers one week before 

the actual opening of the Centurama. Requir- 

ing only 18 inches of depth, they permitted 

installation of the formal backgrounds several 
days in advance of the opening— 











os 


— 
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When 


the curtains are drawn, one of the boys 


operation is done very haphazardly. 


may still be sweeping out the window; per- 
haps another one is on a ladder adjusting 
a spotlight. Never have we tried to open 
them simultaneously. However, because we 
literally had an audience, we were deter 
mined to open the eighteen curtains all at 
once, on cue. 

We selected porters and other help and 
put two men in each window. On a regular 
cue, these men each drew back a curtain so 
that the entire eighteen windows opened as 
if drawn by one person. Everything was 
in order before the curtains were pulled, 
including lighting, mechanization, etc. The 
music had been stopped a few minutes be- 
fore the opening and was started just as 
the curtains were slowly drawn. 

Immediately after the curtains were fully 
open, a ripple of applause came from the 
spectators in the street and was picked up 
in a very amazing fashion. Unquestion- 
ably, this applause was due to the fact that 
the opening was staged and timed exactly 


like a theatrical performance. 

he settings in the windows were in the 
manner of revolving music boxes, on which 
h been attached a decorative version of 
0 century plant motif and mannequins 
dressed in Centurama colors. At the other 
s of the window were accessories, also 
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—Typical of the eighteen Centurama windows 
of Thalhimers are those shown above. Music 
boxes, century plants, and a _ profusion of 
flowers made up the principal motif, in con- 
nection with coral colored curtains— 


in coordinated Centurama colors. These 
music boxes, as well as the balance of our 
display construction, were furnished by 
Bliss Display Corporation. 

In connection with the construction of 
this display promotion, a number of inter 
esting items came up in regard to the mate 
rials used and the ever-present spectre of 
priorities. The substitutions made for items 
that would normally have been used are 
noteworthy. 

For example, in the bower-of-blossoms 
windows, the flowers hanging from the ceil 
ing would, under former circumstances, 
have been suspended from lacquered light 
Instead, a quantity of tarla 
tan was used. On the century plants them 


screen wire. 


selves, instead of using wire as a founda 
tion for the branches, a birch pole fur- 
nished the upright and rattan made the 
stems. Instead of using light galvanized 
iron or tin for the leaf forms at the base 
of the century plant, several thicknesses 
of paper were attached together. This was 
so arranged that the grain of each laver of 


paper crossed, thus giving the necessary 
rigidity. 

n the mechanism for the turntables, in 
stead of using steel angle-iron for the brac 
W ooden 


pulleys and leather belting were used in 


ing, heavy timber was employed. 


stead of steel pulleys and steel sprockets 
and chain. 
paint would have provided the finish. <A 


Ordinarily lacquer and casein 


water color was substituted for these me 
diums. 

The stumps of the trees would ordinarily 
have been made with wire mesh founda 
tions. Instead, these were made of papier 
mache. For the small stumps—6 to 10 
inches in diameter—instead of using the 
wire mesh foundation, actual logs were em 
ployed. While these were much heavier than 
desired, they made it possible to conserve 
essential wire mesh 

In the 
grounds, instead of using steel strap hinges 


permanent architectural back- 
for joining the frames, a very heavy can- 
vas hinge was used. 

The above substitutions were made, of 
course, to save on materials that were 
actually on priority. Besides these substi- 
tutions, an attempt was made to design 
around materials of which there are plenty 
and the use of which does not interfere with 
the defense effort. For example, instead 
[Continued on page 51) 
























Macy’s Latin 


The Latin American Fair which ended recently at R. 
Macy & Co., New York City, after being open to the pub 
for twenty-one days, justly deserved its title of: “The Bi: 
gest Latin American Show on Earth.” Catching the spi 
of our sister republics south of the border, the fair had 


display everything from fabrics woven from grass fib 
down to La Borinecana pink beans. In between these « 
tremes were Latin American products of all sorts, includi 
emeralds, artistic tin-ware, paintings, and ceramics. © 
of the exhibits which drew constant attention was t 
splendid “Crown of the Andes,” a church relic carved f1 
a solid block of gold and set with a fabulous collection 
jewels. 

During the three weeks of the fair a total of 825,479 
people visited the showing—about 40,000 a day. 

The purpose of the promotion was twofold, according to 
Macy’s brochure describing the fair. “It shows you Latin 
America .. . its wealth, its culture, its peoples, its crafts 
and its industries, that you may have some idea of how y 
neighbors look and live. And it proves to you that L; 
America has consumer goods to sell, has merchandise 
the United States market, and has the will and the skill t 
build a business that can be profitable for all of us.” 

The fair represented over two years of intensive pla 
ning and work on the part of Macy’s foreign office and 
their representatives in Latin America, but the authenticity 
of the complete exposition made the time and effort \ 
spent. Two gateways were passed by the visitor. The 
entrance was a direct adaptation of the entrance to 
Ranch San Jose just outside Mexico City; the doorway was 
a faithful interpretation of typical Spanish-Mexican archi 
tecture. On the right the entrance took the form of a door 
way to a church in Arequipa, Peru, famous for its com 
bination of original Spanish architecture and superimposed 
Inca carvings. Mounted in each entranceway were fifty 
one photographs that depicted people and places in our 
neighbor republics. The pictures, selected for their artistic 
excellence and educational interest, formed a frieze on both 
sides of the entrances. 

As tor the fair itself, there was almost no end to the 
diversity of things on view for the visitor. There were live 
chinchillas in a natural setting, flown to New York City 
after being brought down from their high-altitude home in 
easy stages; growing orchids, flown from six different 
Latin American countries; foods and drinks of all sorts; 
more than 300 of the finest examples of contemporary Latin 
American art, housed in a reproduction of the new classic 
modern museum of Caracas, Venezuela. 

In one section of the “Market Place” were over a hun 
dred varieties of Latin American foods. All the specialties 
of the various republics were on view, including a number 
of surprising delicacies. Coffee, which plays such an im- 
portant role in commerce with the southern countries, had 
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American Fair 


own “Coffee Hacienda,” a typical plantation hut where 

fee is sampled and sold. The fair also had a copy of a 

, de Janeiro sidewalk cafe, serving coffee, chocolate and 

ba mate while the visitors were entertained by a native 

chestra. 

“Fiesta Square,” a large theatre in the center of the 
fair, Was a composite of all the squares in Rio. Seating 
just under 300 people, it was the scene of a daily enter- 
tainment program featuring singers, dancers, music, lec- 
tures, and special motion pictures. Each day of the fair 
was dedicated to a different Latin American republic, and 
well-known stars of the entertainment world made _ their 
appearances on the days honoring their native lands. 

So many of the famed land marks of Latin America 
were faithfully reproduced that visitors were almost liter- 
ally transported “south of the border.” From the entrance 
gates to the gaily festooned exits, 60,000 square feet of 
space were devoted to a cross section of Latin American 
life. Even sales clerks wore the colorful costumes of the 
countries from which the merchandise came. 

In the “Market Place” many items were offered: copper- 
ware, tinware, baskets, ceramics, decorative woodenware, 
textiles, and native crafts. Booths were erected for the 
display of perfumes, dolls, toys, soaps. In “Avenida 1942” 

a modern shopping street taking its inspiration from the 
air terminal in Rio—were shops selling music and record- 
ings, men’s and women’s accessories and leather goods. 

In addition to the departments mentioned above, the fair 
had many other units. One was a travel bureau; another 
was the fur shop. In Fiesta square were large shade trees 
exact duplicates of Rio’s royal poincianas; when the audi- 
torium was darkened irom time to time, tiny lights twin- 
kled through photo-murals showing Rio's hills and harbor. 
Emeralds and other precious stones were displayed in the 
Temple of Jewels, a faithful reproduction of the Temple 
of the Warriors, in Chichen Itza, Yucatan. “Avenida 1942” 
had a white, overhanging ceiling, brilliant orange columns, 
and silvery grill-work screens in the background 

The tour photographs across the bottom of these pages 
show something of the treatment given the displayed mer- 
chandise. At the lower left is a section of the colonnade 
of shops, this one showing fabrics, hammocks, table linens, 
blankets and shawls. At the lower right on the same page 
is the booth from which colognes and perfumes were sold. 
\t the lower left on this page is a typical market booth 
of the fair; this one displayed decorative tinware from 
Mexico. At the right is a section of the rug mart 

\ great deal of credit is due Irving Eldredge, display 
director, for the beautiful window displays which drew so 
many inside the store to visit the fair. Six of these win- 
dows are pictured here—offering considerable inspiration 
for other displaymen who will have occasion to install 
Latin American displays this year 
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“Fashions 





Store window previews, fashion shows and 
displays of new colors and styles officially 
welcomed the spring season to southern 
California. On February 18 the merchants 
throughout the downtown shopping district 
unveiled their windows tor the grand open 
ing, and the parade of styles was under way 
“Fashions of Today” was the theme of the 
spring modes and the displays were the pri- 
mary instrument by which that theme was 
publicized. Concurring fashion shows were 
held within the stores 
tical Spring Glamour on_ the 
Plan.” 

“Fashions of Today” was promoted with 
enthusiasm by all stores throughout one 


presenting “Prac- 
American 


entire week, then slowed down to a more 
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By HERB CROSS 
"Dick" Whittington, Los Angeles 


regular tempo. While the principal display 
emphasis was on women’s apparel, many 
windows were devoted to men’s wear. All 
fashions were in tune with the times and 
combined duty with beauty in the new con- 
servative designs. 

Display made use of the many new “spirit 
lifting’ colors. There was a new down-to- 
earth brown called “Manzanita.” Hats were 
shown in “Tickle Pink” and “Sunny Day 
Pink.” Interviews with Los Angeles dis- 
playmen revealed that merchandise deliv- 
eries were slow and they “had to make the 
best of what they had.” “The expected pro- 
fusion of new colors and styles for spring 
have failed to show up as yet, due to world 
They anticipate a 


conditions,” they said. 
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new flow of merchandise to start later i 
the year, however. 

For “making the best of what they h 
Desmond’s-Wilshire did a very outstan 
job in its first series of men’s wear sp 
windows. This is an example of what can 
be done and will be done by the Los \n- 
geles display industry, war or no war. ‘The 
series had a carnival atmosphere, as can be 
seen in the first illustration on this page 
The entire window area was circus from 
end to end. Each window had a different 
color of illumination some red, some 
blue, some yellow, 

The circus theme prevailed in each win- 
dow, but the manner in which it was ex- 
In the window illus- 


IQ 


JQ 


pounded was varied. 








trated, there is an animal's cage, within 
which is an elephant, cut out of wood aad 
flocked. The cage bars were wood dowels 
painted gold. Above the bars a red and 
yellow awning was suspended. Yellow was 
also carried to the floor where wood shav- 
ings of that color were scattered. Serpen- 
tine, horns, and other articles of carnival 
spirit were placed about the éage. Another 
interesting feature was the mannequin hold- 
ing peanuts for the elephant, and_alter- 
nately, the elephant holding a lapel flower 
in his trunk for the mannequin. 

In its large corner window, Desmond's 
devoted the space to a merry-go-round. A 
full size horse cut from wood was _ placed 
on a turntable in this showing, with a 
woman mannequin astride. Above the turn- 
table was the customary colorful merry-go- 


—At the upper left is a display from the 
Wilshire boulevard store of Desmond's. . . - 
Center, by Harvey Pettit, J. W. Robinson 
Company... . Left, by Carl W. Ahlroth, The 
May Company... . (All photographs by cour- 
tesy of "Dick" Whittington, Los Angeles)— 
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—Right, by Merk Kelly, Harris & Frank... . 
Center and below, by Lewis J. Portia, Bullock's— 





und awning, in this case of green and 


yellow taffeta. 

Harvey Pettit, display manager of J. W. 
Robinson's, also came out with a splendid 
series of spring windows. The feature of 
these showings was the background. Each 
window of the series had a false panel back- 
ground painted a light pink tone. In the 
center of the panel was a pastel drawing of 
some spring scene. The favorite scenes were 
those in which delicate birds from foreign 
lands were shown. Silk draperies com- 
pleted the background. In the foreground 
of each showing was either a poodle or 
lamb made of papier mache as the decora- 
tive item in the accessory group. One of 
these displays is seen in the second photo- 
graph. 

“We're in the Navy” was the theme of a 
splendid series of windows at the May Com- 
pany. Display Manager Carl W. Ahlroth 
used this theme in conjunction with “Fash- 
ions of Today for Victory.” There were ten 
windows in this series, one of them shown 
at the bottom of page 10, and “Navy Blues” 
were featured. The accessories were of dif- 
ferent colors in each, which was the impor- 
tant variation. A large wooden “V” was 
in the background. The point of the “V” 
was imbedded in what appeared to be a 
window-box filled to overflowing with nat- 
ural flowers of spring. 

When we speak of a window at Harris 
and Frank we practically speak of the en- 
tire front. Not that the store is small, it 
most certainly isn't, but the windows are 
tremendous. Mark Kelly, display manager, 
used his space unerringly in the display 
illustrated at the top of this page. It was 
entitled “Spring is in the Air.” Three man- 
nequins and four half figures were used, yet 
the display did not appear crowded. Kelly 
played up spring in several ways. One good 
idea was the use of cut-out birds carrying 
sprinkling cans in their bills. The birds were 
suspended in the window by wires, and from 
the spout of each can there came threads of 
string which appeared to be water. The 
string was also used to create a perspective 
so that the shopper's eye would be guided 
to the merchandise below. 








\n integral part of the spring fashion 
opening in downtown Los Angeles were the 
displays at Bullock’s, by Lewis Portia. 
Simplicity was the keynote in each presen- 
tation. The situation in each window of 
this series was “Question and Answer.” For 
example, the question on the window card 
might read, “What’s a new color contrast 
for a gray dress on the pretty side?” The 
answer may be “Oleander, a garden gay 
accent full of feminine flattery. Temper 
those colors with jet black patent.” In each 
1 these fashion quiz windows was a ques- 


tion mark. Those displays in which men’s 
apparel was shown had a gargantuan ques- 
tion mark outlined in wire and filled in 
With a masculine rattan material. In the 


Women’s wear showings, the mark was 
transparent with a delicate metallic mesh, 
and was garnished with paper flowers. Two 
lows of this series are pictured on this 
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What's Happening In N 


We can hardly be charged with betray 
ing deep dark weather secrets if we say 
that it has been just twenty-four hours 
since we saw our first real bluebird of 
spring But displaymen enjoyed a_ pre 
view, although their feathery friends were 
stuffed. They began greeting spring simply 
ages ago, and have given no indication of 
letting up, as a quick glance at the result 
of a recent foray into the thick of it will 
reveal. 

At Bergdorf Goodman's, even the breezi 
ness of summer might be read into the out 
lines of a weird sort of sailboat done in 
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By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


strips of bamboo and miraculously support- 
ing a mannequin as seen in the first illus 
tration. Robert Riley is display director 

Having a great fondness for the breezy 
months just ahead, Lord & Taylor (Dana 
O’Clare, display presented its 
spring credo to the Fifth avenue shopper in 
Reminding 


director) 
a thoroughly winning way. 
them that nature won't have it any other 
way in the copy reading “First, Last and 
Always a Woman,” the window series pro 
ceeded to present ways and means for 
those charged with keeping up morale to 
“look pretty, please.” The subject of the 
series Was cast in papier-mache and emerged 
from one of woman’s chief weapons, the 
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hat box. It was a very chi-chi one, c 
ered with paper-backed white satin, pol! 
dotted in black, with a cover alternating 
the colors. The lovely lady of another day 
was painted in water-color with bold stripes 
and plaids suggesting her regalia. 
Nellie’s hat was the “piece de resistan 
its wide brim supporting tremendous floral 
decorations of seasonal flowers including 
baby’s breath, pansies, tulips and ivy as well 
as the song-famed bird in the gilded cage, 
and butterflies. Large lacy ruching  sur- 
rounded the base of the centerpiece where 
among the ivy, sentimental flowers and 
butterflies, spring hats were displayed. The 
displays were set in frames with short 





scalloped borders painted in lilac to match 
the moiree which covered the floor. The 
backwalls were lighted in rainbow hues as 
delicate as the pretty maidens of a bygone 
day are supposed to have been. 

Without question, spring occupies the cen- 
ter of the stage and Delman’s (Jean Moore, 
display director) has employed stage scrims 
for the presentation of its spring collection. 
Front flats of white net, embroidered with 
heavy colorful yarn in a wild-flower design, 
together with tree trunks, were placed 
against the window. (Third photograph.) 
The collection was displayed against a back- 
drop of net decorated with a period lady, 
the colors air-brushed on the net and _ the 
details worked out in the heavy yarn. Loose 
green grass covered the floor and the an- 
nouncement of the collection was executed 


—Top, by Robert Riley, Bergdorf Goodman. 

... Center, by Dana O'Clare, Lord & Taylor 

featuring the bird on Nellie's hat. . . . Left 

by Jean Moore, Delman's. . . . (All photo 

graphs by courtesy of Virginia Roehl Studios 
New York City) — 
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—Right, by Joseph Dultz, Bloomingdale's. .. . 
Center and below, by John A. Rosenberg, 
Abraham & Straus— 


in yarn on a sheet of white net. Banks 
of multi-colored lights illuminated the set 
from the sides. 

Interior displays continue to flourish and 
are as cheery as the first daffodil. Bloom- 
ingdale’s (Joseph Dultz, display director) 
street floor ledge treatments are a joy to 
behold. Delving into the past for symbols 
of the season, the genii have reproduced a 
museum-piece horseless carriage, buggy, 
cultivator, and surrey, the last-named repro- 
duced herewith. Constructed substantially 
of wood and composition board, the body 
is painted flat black with wheel frames in 
pink and spokes in white. Wicker buck- 
board and side pieces are also painted in 
white and the seat is covered in hothouse- 


rose sateen. The traces are also painted 
flat white and the overhead canopy is in 
rose, edged with black fringe. The driver 


snaps a pink whip and the baggage space 
is filled with apple blossoms, asters, and 
double camellias. The base platform is 
painted in peacock blue which contrasts 
with the white paper tulips at its end. Light- 
ing is from below and effectively illumi- 
nates the display which enlivens the entire 
floor. 

The March winds play no favorites, so we 
may caution the distaff side to “hold on to 
your hats, girls!” knowing full well that 
it will be one of the gems which the Abra- 
ham & Straus (John A. Rosenberg, display 
director) windows caused a record num- 
ber of the weaker sex to buy. (Last two 
photographs.) The window quartette re- 
ceived a picture album treatment with the 
headgear displayed in the open squares of 
the semi-circular unit, which was painted 
in combinations of pastel colors. Color was 
the focal theme of the windows, with vari- 
ous groups including pink with green, vio- 
let with heaven-blue, lime yellow and gray. 
At the left foreground of the windows, ar- 
rangements of paper tulips backed the copy 
card which read, “Fetching colors on your 
head turn his head.” 
mewhat off the but de- 


beaten track 
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cidedly “main-line’” are the shadowbox dis- 
plays executed by Bensch-Howatt for Kim- 
ball. One, not shown, devotes itself to 
handkerchiets whose floral prints inspire the 
series captioned, “Flower of the Month.” 
\gainst a curved background painted in 
burgundy are set the miniature props, a 
general store “belly” stove on the left and 
a tree in the right tore-ground. Construct 
ed of wood, the stove is roughly painted 
and out of its top wooden branches jut 
a la Dali. Black crystals are scattered 
under it to suggest the fuel; a white powder 
simulates ashes. Rising from the green 
grass plot are the tree, on whose branches 
the handkerchiefs are displayed, and _ the 
blooms which inspired their figures 
Brilliantly conceived and executed was 
the series with which Franklin Simon 
(James Gosling, display director) arrested 
crowds. Inspired by the film, “Remember 
the Day,” and so captioned, the windows 
not pictured—were masked to suggest the 
exteriors of attics with spectators “looking 
in” on typical accumulations under the 
eaves. Early vintage mannequins and cos 


tumes were used with great care for authen 
ticity. 
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PROMOTIONS 





by Louis Gehring 


Display Designer and Consultant, New York City 
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"The Shadow of a Man in Uniform Stand 
Behind Every Woman Who Buys.’ Women 


shoppers who carry home small package 







are helping to support their government 






and to win the war. Why not devote a 






window to this idea? 
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National Cotton week—cotton holds a very prominent place 
in the war industry of our nation. Each day finds cotton 
more widely affected by the defense plans of the govern 
ment. The new army of American working women are now 
taking the places of many men in the national defense in 
dustry. An entirely new, patriotic momentum has been set 
up behind this annual event, giving you an unequalled op 
portunity to double your volume in cottons. The irregular 
rectangular frame reveals a three dimensional industria 
subject. The ribbon streamer can read, ‘National Cotton 
Week, May 15-23." Use the National Cotton week poste! 
throughout the store and display windows. 
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FOR MAY 


are heroes, too: the ‘Sol 
diers in Overalls.’ We must no 

et that there are heroes in the 
factories, in the mines, and on the 
arms. They are indispensable in 
America's war effort. Because cot 
tons can ‘'take it’ and adapt 
themselves so practically to func 
tional designs, they are found to 
be the first choice for work in our 
defense production. Use any ap- 
propriate industrial subject that 
will put across the idea. Use the 
National Cotton week poster 
throughout the store and display 
windows. 
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The Big Guns Are Booming for National Cotton Week. 
The plans for promoting National Cotton week this year 
are more far-reaching than ever. The defense produc 
tion program means big work clothing sales. Hundreds 
of thousands of men and women in the factories, on the 
farm, in the laboratorie 
yards needa cotton garments that wil 
wear. Display these in your window with the Nationa 
Cotton week poster. 
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uNding taps in honor of the dead who helped 
keep America free. It reminds 
hare of buying defense bonds and stamps. 
tect can be very dramatic if the soldier is spot 


ynted and silhouetted behind a white trans- 


ent material. 


the breeze from a fan, can be added to this 


nouetted setting. 


»9r Memorial day this sketch depicts a soldier 
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The American flag, snapping 
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This time March came, not roaring but 
soaring on wings like an eagle! There's 
no ceiling for gayety—color—emotional ap- 
peal, yet somehow windows, generally, seem 
more purposeful, keeping step with the 
\merican tempo. Probably the National 
Flower show, which opened on the fif- 
teenth of the month for an eight-day run in 
Chicago, was responsible for the blossom 
background exhibits that sprang to life all 
over town—or it may just be that the posies 
just will bloom in the spring tra-la. And 
you can't get around the fact that it’s spring 
in the shops, no matter 1f Old Man Winter 
is still stalking the streets. 

All God's chillun got wings in the State 
street sector of windows at Carson Pirie 
Scott & Co. where J. W. Campbell has lined 
up a row of fashion mannequins and “keeps 
‘em flying” with multi-hued paper feathers 
attached to their shoulders. The series is 
captioned “Soaring Colors” and back panels 
supporting more paper plumage on clouds of 
white tulle carry out the wing motif in the 
unusual manner which typifies so many of 
Campbell's presentations. This window is 
not pictured here, but an effective “stage” 
setting, complete with footlights and pros- 
cenium arch inspired by the recent opening 
of the Noel Coward production, “Blithe 
Spirit,” is reproduced elsewhere. This dis- 
play, too, is one of a group used in a gray 
color promotion and Campbell happily 
seized upon the idea of the tie-up with the 
loop comedy which stars Anabella as a 
pretty ghost all done up in filmy gray trail- 
ing things, an all-over gray make-up and a 
silver wig. The store set focuses attention 
upon its “blithe spirit” entering a_ gaily 
curtained doorway to a cozy living room 


peopled by three trim day-time ladies and 
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Chicago Goes Completely Floral 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 








a correctly attired man-of-the-afternoon. 
Action is introduced by the use of behind- 
the-scenes fans to set the curtains astir. 
Photographic illustrations from the real 
production and an explanatory poster are 
among the carefully thought out details. 
“Your Clothes Have A Purpose” reads 
The Fair Store’s hand-lettered caption — 
splashed across a_ ceiling-to-floor poster 
with rough torn edges and depicting a 
peaceful farmyard scene with house, fence, 
barn, silo and chanticleer crowing on a tree- 
stump in the foreground. “Slacks are so 
perfectly casual and so casually perfect, 
you'll live in them from now through spring 
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and summer,” the message goes on to say, 
Naturally, as we see in the illustration 
shown here, the window is dramati-ing 
slacks for women and two slack-suited tian- 
nequins stand either side of the poster, 
while a third has burst through the paper 
placard to stand knee-deep in papier-mache 
flowers growing along the edge of the 
painted yard. <A bushel basket of fruit and 
vegetables and a queer species of bird sus- 
pended in mid-air somewhere in the vicinity 
of the farmhouse add dimensional reality to 
the painting. Sam Blum is display director. 

It’s blossom-time out at Goldberg’s, the 
store at Ashland and 48th street, where 













































Fred Johnson is display director. “Prelude 
of Spring,” illustrated here, is a charming 
outdoor setting with bluebirds (and_ other 
varieties of feathered-friends) not over the 
white cliffs of Dover but over the garden 
wall which serves as a rest for one of a 
trio of pretty mannequins, making a_ {fuss 
about a white bird-house hanging trom a 
blossom laden bough of a hidden tree. High 
up on a plastic ladder at right, a trim miss 
in afternoon attire is taking her first whiff 
of spring by smelling a recently plucked 
flower, and at left a pompadorable lad) 
smiles because she enjoys walking over the 
fresh green grass matting growing all over 
the floor behind a silhouette of cutout hill- 
ocks. Floods and spots produce interesting 
shadow effects on the sky backdrop behind 
the wall. 

[Continued on page 32] 


—Immediately above is a striking display by 
Sam Blum, The Fair Store, typical of the win- 
dows he has been creating for the Michigan 
avenue firm since taking charge of display re- 
cently. . . . Left, by Fred Johnson, Johnson & 
Goldberg— 
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STEP UP THE HEALTH oF WOMEN IN WAR TIME! 
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4th ANNUAL 
NATIONAL POSTURE WEEK 
MAY 4th TO 9th 








HIS year, Camp National Posture Week 

fits hand-in-glove with the national drive 
for tags fitness. This nationwide event is 
backed by a strong advertising and publicity 
campaign in LIFE... medical journals. . 
over the radio! Hundreds of schools and 
colleges will observe it. Women everywhere 
will be posture-conscious ! 

Merchandisers called last year’s ‘Posture 
Week” one of the most salesworthy events 
ever scheduled. 

This year—with hundreds of your custom- 
ers active in defense work—Camp Supports 
are more important than ever! Doctors’ pre- 
scriptions for Camp supports will increase. 
And the volume you gain does not end with 
National Posture Week! For this promotion 
—in 1942 as in the past—is but the opening 
gun in a well-rounded, long-range sales and 
educational program. 

Join in this great event! Increase your 
service and prestige! Send today for your 
Posture Week Planning Guide! 


$200 in Cash Prizes for the Best Windows on Posture! 


“GOOD POSTURE FOR HEALTH AND DEFENSE” is the 
theme of the 1942 Window Display Contest! It’s more than a 
challenge to win a prize . . . more than a corset department 
promotion! For this year, good posture is helping to safe- 
guard wartime health... boost morale... save the energy of 
thousands in defense work! 

Camp Scientific Supports—by aiding in posture improve- 
ment—are already helping the cause of better health defense! 
That’s why this contest is your chance to further the nation’s 
physical fitness! You have a whole month to work on this 
dramatic theme! Plan now to compete! 


HERE ARE THE CONTEST RULES: 
1. To qualify, the window or windows entered must appear 
during Camp National Posture Week, May 4th to 9th. 
2. The window must feature Camp National Posture Week. 
3. Window must include a display of Camp Supports. 
4. Negative of photo must accompany 1 print. On back of print 
indicate store name, address and name of display manager. 


5. Judging of windows will depend on their effectiveness in 
dramatizing the importance of Good Posture to Health and 
Defense. 


6. Entries must be received by mail at S. H. Camp & Company, 
Jackson, Michigan, before June 1, 1942. Decision of judges 
will be final. In case of tie, duplicate prizes will be awarded. 


mh 


HERE ARE THE PRIZES! 
3 for small cities (under 100,000 population), 3 for 
large cities! 
First Prize $50 Second Prize $30 
Third Prize $20 
Note: $3 will be paid for each photo submitted, 


whether or not it wins a prize. 


HERE ARE THE JUDGES: 
J. D. McCANN, President, International Association of Display 
Men, Kann’'s, Washington, D. C. * JOSEPH A. POLINSKY, 
Loveman, Joseph, & Loeb, Birmingham, Alabama * AUBREY 
MALEY, The Broadway Hollywood, Hollywood, California. 
Fuller Details of Contest Are In The Camp National 
Posture Week Planning Guide. If your store manager or 


corset buyer hasn't a copy, write or wire for one today! 


P Sys 


S. H. CAMP & COMPANY, JACKSON, MICHIGAN 


World’s Largest Manufacturers of Scientific Supports. 
Offices in New York, Chicago, Windsor, Ont., London, Eng. 
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This Is A “Business 


So much has been said and written about 
the trying problems, difficulties, and material 
shortages that confront displaymen in 1942 
that it is a pleasure to be writing on a sub- 
ject that can bring nothing but inspiration 
and enthusiasm to the minds of displaymen. 
If your store executives haven't already in- 
vited you to sit in on a conclave to plan 
“What to do about the Business Girl in 
1942,” we predict they will, 
she is being hailed everywhere as the Girl 
of the Hour. If you've never given her a 
creative thought ‘till now, we could 
other this 


soon because 


single 


hardly blame you; somehow or 
tremendous consumer group has until recent 
ly been completely overlooked and ignored 
by publishers, manufacturers, and retailers 
Since Charm magazine started nine 
6,000,000 


business girls and define the huge market 


alike 
months ago to serve America’s 
with its tremendous buying power (renewed 


continuously with each weekly pay check) 


retailers have awakened to the potential 
here, and exploiting this market 1s going to 
be their major “1942 project.” Gone is the 

workaday 
goddess, the all 


She’s tuned to the 


glamour girl of vesterday 


America turns to a new 


American working girl 


times! 


By LOIS ULLMAN 
Charm Magazine, New York City 


what can be done with business 
girl displays we need only look back a few 
vears and compare what wasn't being done 


To see 


then for the college girl and what is being 
done for her by the display field’ today. 
Displaymen have done a magnificent job of 
reflecting her personality her activities 
, her fads and fashions in 
so full of appeal they make every junior 
long to be a co-ed, and every co-ed hate to 


windows 


graduate ! 

Credit for a major part of the increased 
sales volume in college fashions should be 
given to the display managers of the nation. 
They have been able to do such an effective 
job because: they were given the germ of an 
idea; they took an intelligent and inquisitive 


—''Business Girl’ displays are being used 
more extensively these days than evor before. 
Here are four examples of how different dis- 
playmen handle the subject. Upper left, 
"| dress for my job," by L. A. Banks, The 
Hecht Company, Washington. ... Upper right, 
"Desk crew for defense,"" by Burr Nichols, 
J. N. Adam Company, Buffalo. . . . Lower 
left, ‘Headwear to charm,’ by Winthrop B. 
Frye, Wm. Filene's Sons Company, Boston. 
. . . Lower right, "The perfect suit," by Irving 
Eldredge, R. H. Macy & Co., New York City— 
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Ir 


Year 


interest in the co-ed as a_ personality 
as a consumer group and did specific 
dows; suitable mannequins and display 
terial were made available. 
Now as the business girl 
new ideal, display must play the major 
in the promotion. Why 
Because though business girls have mor } 
to spend, they have very little time! That 
means compelling displays and dramatiza- 
merchandise—if you are to catch 
her practical eye and purse. Show her 
what she wants in the window tell the 
story in her language and she'll buy. 
Stores like The Hecht Company, Washing- 
ton, which did such a magnificent display 
(by L. A. Banks) and advertising job re- 
cently, based on Charm’s 
“America’s Girl Army” in Washington, and J. 
N. Adam Co., Buffalo, which capitalized on 
Charm’'s research with the Buffalo girls in 
aviation with stunning windows (by Burr 
Nichols), fashion shows, and dramatic ads, 
report tremendous and immediate response 
to the store’s efforts for the business girl. 
Other alert stores that are setting their 
caps for our modern Kitty Foyles have the 


becomes 


success of her 


tion of 


research with 


same enthusiasm. 
[Continued on page 41] 





Design PA 

PAN-AMER 

TUCAP 

Price $3 | 

(4 for $1 
e 


comu 
COMMERCIAL 
SIZE 15”; 
Processed 
Rich OC 


STENSGAARD OFFERS i a 


3 DESIGNS - COLOR - PROPS 


A plan so simple . . . effective . . . inexpensive 
Yes — everything included for windows and in- 
teriors. All by famous designers who actually have 
traveled and sketched these effects from life in 
South American countries. 


Design PA-504—Donald Duck (size 12” x13”) ana Design PA-506—Donald Duck (size 12” x17”) and 
Figure with Jug (size 24”x13”) per set__$27.50 Figure with Llama (size 19” x23”) per set $27.50 


Design PA-500 
PAN-AMERICAN 
TUCAN 
Price $3 Each 
(4 for $10) j sus fa , , 
e ; Design PA-505—Donald Duck (size 14”x14”) and Design PA-507—Donald Duck (size 13”x18”) and 
com by alten Figure on Horse (size 14”x19”) per set__$27.50 Native with Baby (size 17”x18”) per set $27.50 
ao " weaseeene” PAN-AMERICAN WOOD CARVED FIGURES 


COMMERCIAL MURALS) ° i 
SIZE 15”x90” Price $3 Each Beautifully carved and each figure hand finished in ten to fifteen rich oil colors. Authentic Walt 


Processed in 8 (4 for $10) Disney designs. Can be used in a hundred and one ways to add authenticity and correct color notes 
Rich Oil Colors to your Pan-American displays. Master Set (8 figures all 4 sets shown above) $97.50 


md 


bee 
Settles 


Eight large sketches © 
of ideas with each [& 





purchase! 


: comuras Sketches showing how' 
Design PA-503—PAN-AMERICAN SCENIC ae _PRICE $4.75 EACH (4 for $17.50) & these basic properties 
Size 30”x90”. Senenmnedt in 10 rich oil colors or with your palms, flowers 

‘ Processed in 10 and bird cages make a 
Rich Oil Colors glorious job at low cost 











FREE—iv:: off the press 


. beautifully illustrated 


| ¥i 6-page brochure showing 


| wy a Pan-American properties... 

| as ; ‘ 

| Pan-American o1sPt carving and comura in full 
é color—with suggestions for 


Design PA-504—PAN-AMERICAN TOWN_______- : PRICE $4.75 EACH (4 for $17.50) == | Yses — WRITE TODAY! 
Size 30”x90”. cee in 10 rich oil colors 


W. L. STENSGAARD & ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 
NEW YORK OFFICE: 30 ROCKEFELLER PLAZA © OAKLAND OFFICE: LEAMINGTON HOTEL 
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Handy Patriotic Decorations 


By E. H. TACKNEY 














OW RN EY 


—tThis “page of patriotism'' comprises a few designs as aids in constructing panels and screens, set pieces, 
show cards, posters. The decorations are adaptable to all the popular materials and to the national colors— 
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FISH UNIT — School of Colorful Fish 


Fashioned Completely of Paper, de- 
signed in relief against rose branch 
coral. Seven small fish, 12” long x 7” 
high; one large descending fish, 31” 
long x 25” high, suspended from wire. 
Branch coral 36” wide x 36” high. Deep 
purple coral tree 45” high. Mounted on 
Turquoise die cut panel, 42” x 54”. 


Completely Assembled. Ready to Install. 


Price $13.50 
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— ORDER NOW — FOUR SPECIAL OFFERS — 


USE COLORFUL WIND-O-WIDTH BACKGROUNDS! 


MEDIUM COLORS 

107 INCH ROLLS 
STRAW, Lettuce, CHOC- 
OLATE, Pine, Olive, 
BLUSH ROSE, LEMON, 
Buff, Grass Green, TUR- 
QUOISE, Dove, Victory 
Blue, PEACH, Xmas Red, 
FIBRE-TAN, Mist Green, 
French Gray, GENTIAN 
BLUE. 

SPECIAL 5 Assorted Col- 
ors —6 yds. each. Spec- 
ify colors desired, $18.00 











LIGHT COLORS 
107_INCH ROLLS 
WHITE, PEARL, EGG- 
SHELL, PALE JADE, 
SAND, LIGHT GRAY. 
SPECIAL 5 Assorted Col- 
ors —6 yds. each. Spec- 
ify colors desired, $13.50 


WRITE FOR 
COLOR CHART 


Prices Subject to Change 











842 INCH ROLLS 
“LIGHT AND MEDIUM 
CANARY, “CANDY 
MINT, HARVEST OR- 
ANGE, *OPAL BLUE, 
BLACK, GULF BLUE, 
GERANIUM, MAHOG- 
ANY, “WHITE, SPRUCE. 
SPECIAL 5 Assorted 
Medium Colors 6 yds. 
each specify colors, 
$13.00 
SPECIAL 5 Assorted 
Light Colors 6 yds. each 
-specify colors $10.00 























HIS SPRING AND SUMMER use 
ingenious three dimensional dis- 
plays for new dramatic appeal in your 
merchandise displays. Styled with 
drama and rampant with color, these 
timely unique displays are achieving 
instant success in windows of leading 
stores from coast to coast. Write for 
your copy of folder” illustrating spark- 
ling summer units and beachwear 
accessory display pieces in new three- 
dimensional paper sculpture. 


*Now in Preparation. 


Consult Us for New Special 
Individually-Designed Displays! 











MARQUARDT & CO.,: 
: DISPLAY PAPER DIVISION 
75 SPRING STREET 


NEW YORK, N. Y. 














Marineland Promotion 


motion picture, and 
Marineland, Fla., has 
become well known throughout America as 
“oceanarium.” Each 
thousands of stop at the 
located a few miles south of St. Augustine, 
route to Miami for the 
novelty of the Marine Studios 
itors again and again. 
\ccordingly, this interest in 
suggested a tie-in promotion to us, timed 
for January in order to hit the peak of the 
Qur en- 


magazine, 
publicity, 


Through 
newspaper 
the world’s only year 
tourists resort 
directly on the 
draws vis- 


Marineland 


influx of tourists into our state. 


tire front of eleven windows was given ovet 
to the promotion, featuring resort merchan- 


dise, dramatized by two truck-loads of dis- 


DISPLAY WORLD 


By M. J. WOOD 


Purcells, Jacksonville 


play props direct from Marineland. 

Five of the windows were made up to re- 
semble the huge tanks at the oceanarium, 
with portholes through which the displays 
could be seen just as if the shopper were 
in an aquarium. Five other windows were 
given over to various displays in which 
appeared Marineland blow-ups for atmos- 
phere. The final display simulated the at- 
mosphere of the Penguin bar and the Dol- 
phin restaurant, which are located at 
Marineland. 

The center photograph shown 
typical of one group of displays. 


here is 
Through 
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Makes Hit 


the apertures one could see a large dolphin, 
together with a miniature reproduction of 
the sunken ship which is one of the decora- 
tions on the bottom of the big square tank 
at Marineland. Great quantities of large 
star fish, sea fans, sea plumes, conch shells, 
coral and many little artificial fish were 
placed in these windows to give them a 
realistic appearance. They were lighted 
with green and blue fluorescent light, which 
gave a real underwater touch. <A “back 
stage” view of one of these windows is 
seen in the small photograph illustrated 
herewith. The mannequin is dressed in a 


diver’s helmet and suit, just as used at the 
oceanarium. She carried the wire basket 
which divers at Marineland use as a feed 
box when they descend into the tank to feed 
the real fish. Note the small cut-out dol- 
phin giving the exact mileage to Marine- 
land. This is the authentic sign used by 
Marine Studios in its advertising. 

The third photograph portrays an interior 
view of the Dolphin restaurant and Pen- 
guin bar. The photograph on the wall is a 
view of the restaurant; the fish pictures, 
table, chairs, glasses, and the cylindrical 
support came directly from the Penguin bar 
itself. The background was done in a coral 
shade. 

The interior of the store carried out the 
Marineland atmosphere with many large 
cutouts of dolphins, together with lighted 
color photographs of scenes at the oceat- 
arium placed throughout the interior. 

This series of windows was so successful 
that we have planned to make an annual 
display promotion along the same lines, with 
the whole-hearted cooperation of Marine 
land. Other stores throughout Florida, haY 
ing heard of this group of displays, plan 
similar promotions. 








at the 
basket 
a feed 
‘o feed 
it dol- 
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interior 
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out the 
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lighted 
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| annual 
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Canadian War Posters 
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Displays that sparkle with 
color and action will bring the shoppers to 
a halt and draw them inside to buy . . . and 
you can easily make exciting, colorful win- 
dows when you start with the new Sherman 
display materials! 


Photo murals, actual photographs enlarged 
to giant size, in natural colors . . . sea and 





























lake shore panels for warm weather displays CORCNELTUEL BP 
. action panels in brilliant 12-color proc- 

ess for sports merchandise . . . country 

and garden scenes for displays that demand 

simplicity . . . “Props in Rolls’—all your 


accessory materials in easy-to-use roll form. 
And for your patriotic themes, the great 
Army-Navy Insignia Panel and many other 
red-white-and-blue roll or panel designs. 


NEW PRECISION-MOLDED 
8-FOOT GIANT-CURVE 
This style-leading sensation again scores a 
hit with new 4” precision-molded flutings in 
new dusty-soft colors designed especially 

for spring and summer use. 


53 DISPLAY IDEAS —FREE 


Added to all these materials, the new Dis- 
play Guide brings you 53 ideas on attention- 
getting, sales-building displays! Your Dis- 
play Dealer will gladly show you these beau- 
tiful new materials and give you the new 
Display Guide. 

SEE YOUR DISPLAY DEALER 

OR SEND COUPON TODAY 


SHERMAN 


Paper Products Corp. ¢ Dept. D 3 
NEWTON UPPER FALLS, MASSACHUSETTS 









You bet we want new ideas on displays! 
Send us the new DISPLAY GUIDE, free. 


Name ........... 






Company 






Street 






PRECISION-MOLDED 


en / 8-FOOT CIANT-CURVE 


NEW COLORS ¢ 4” FLUTINGS 
IN ROLLS 9%¢ FEET LONG 
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Showcards, Swedish Style 


Of all display done in Europe before the 
Sweden was probably the most 
bold 
away of un- 
other 


war, that of 
interesting. It 
treatment and the sweeping 
While the display of the 
countries 


was characterized by 
essentials. 
Scandinavian used 
the same technique, it never quite 
the effect reached by Swedish display. And 
now that Sweden is one of the few neutral 
countries in the world, her displays are un- 
challenged by any other European nation. 


achieved 


fans 


AVEN 


something of 


has been true of Swedish 
have been fit companion 
display windows in which 
Like the displays them- 
have been treated broadly and 
dramatically, following no set formula. 
Typical examples of recent Swedish cards 
are those shown on this page, used by Paul 
U. Bergstroms Aktiebolag, Stockholm, one 
of the two largest department stores in Swe- 
touch in these 


Much the same 
showcards; they 
pieces for the 
they 


were used. 


selves, they 


den. The foreign cards 1s 


SMAPOJKARNA KOMMA | TYROLERHATT ae 


SL @ - 


Gfurahallar th. »  * 


GIV BARNENY TILL PASK--~ 


alada 
dilslau fatl 


4(adest 


PUB’ AFFARSHUS BARNTAIKA 1TA. 


bn hich Uprolball 


KLAR DE FLESTA SMAPOJKAR 


BARNHATTAR. 1 TR. 


immediately apparent, even if the unfami 
language is ignored. They are very cl 
cut, with simple lines and _ excellent 
work. For their dramatic effect they rel) 
illustration, lettering, white space, and 
occasional, almost imperceptible touch 
stylization. 

The cards were sent in by Curt Old 
burg, who is display director for the store; 
several of his department’s displays were 
shown in a recent issue of DISPLAY 
WORLD. Oldenburg has thirty-one em- 
ployees in the display department, including 
six girl showcard writers who handle all 
work of this kind. No attempt is made to 
plan a general layout or a routine form 
when cards are assigned to the girls; in- 
stead, each card writer follows her own in- 
clination and plans each card as she sees fit. 

This is in accordance with Oldenburg’s 
policy of letting each individual in the dis- 
play department handle his or her work as 
seems best, but holding each person respon- 
sible for the finished result. Likewise, when 
the store’s displays win a contest, the prizes 
are turned over to the men or women who 
did the actual work; when photographs of 
the displays are published, the displayman 
responsible for each is given credit, rather 
than the display manager. 

While Oldenburg did not include in his 
letter a summary of the color schemes em- 
ployed for these cards, the following trans- 
lations cover the copy used for each: 

Top, “Light for the road—with this mod- 
ern bicycle lamp; sports department, fourth 
floor.” This card is by M. Garte. Upper 
center, “Just like Daddy . even the boys 
like the Tyrol hat . Boys’ hat department, 
first floor.” The card is the work of I. 
Jacobson. Lower center, also by I. Jacob- 
son, “Give the children for Easter . Wear- 
able, fancy wool suits.” The final card is by 
G. Soderberg and reads: “A dandy Tyrol 
hat... is most becoming to every boy.” 

While the copy used on these showcards 
could stand considerable improvement from 
the American viewpoint, the art technique 
employed is well worth much study. 


Sherman Announces 
Black-Out Material 

A new type of black-out material, 
as “Black Beauty Corrugated,” has 
placed on the market by Sherman 
Products Corporation, Newton Upper Falls, 
Mass. It is made with one smooth side of 
heavy black paper, while the other side 1s 
corrugated from heavy ivory-colored paper 
The double material is so opaque that the 
strongest room lights will not penetrate it 
The material is distributed through 
display dealers. 


known 
been 
Paper 


being 


—These cards are the work of three girl show- 

card writers in the display department of 

Paul U. Bergstroms Aktiebolag, Stockholm, 

Sweden. The technique is particularly inter- 

esting, since it has a distinct resemblance to 

the general appearance of modern Swedish 
display windows— 
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Again one of America's newest and finest 


stores selects DARLING DISPLAYS. 


Papier-Mache forms and figures, Metal 
and Plexiglass stands, Displayers, Millinery 
heads and Composition units are used ex- 
tensively throughout this modern store to 
promote sales and profits. Darling is proud 
to have its line represented in Macy's 
Parkchester store. 


Darling's newest creations include Frosted 
oak wood displayer and stands for men 
and women's garments. Composition and 
plexiglass display units for hosiery, gloves, 
millinery, bags and accessories, and, of 
course, the finest selection of Display heads 
and papier-mache forms in America. 


Darling in Defense Work to Keep ‘em 
Flying. 


Darling Displays to Keep ‘em Buying. 


SEE YOUR LOCAL DISTRIBUTOR 
FOR INFORMATION AND PRICES 


New England Decorators’ Supply Co. BOSTON 
Bison Display Fixture Company BUFFALO 
Cameron & Company... +4 CHICAGO 
Carson Pirie Scott & Co. CHICAGO 
Reinermann Fixture Company CINCINNATI 
B. B. Levy Fixture Company CLEVELAND 
Southwest Fixture Company DALLAS 
Shur-Nuff Display Materials.. DULUTH-MINNEAPOLIS 
Quensell Displays, Inc. FOREST HILLS, L. I. 
National Decorators Supply Co. INDIANAPOLIS 
Harvey J. Maxwell Company KANSAS CITY 
Menard & Tabery, Inc. LOS ANGELES 
Applebaum Display Equipment MIAMI 
Marvin Displays NEW HAVEN 
Isidore Levy. NEW ORLEANS 
Nat Siegel.. NEW YORK CITY 
Oltmanns . OMAHA 
Segall & Sons PHILADELPHIA 
Art R. Cohen Company PITTSBURGH 
Garrison Wagner Company ST. LOUIS-CHICAGO 
C. Barrango & Company SAN FRANCISCO 
Champion Display Material Co. SEATTLE 


BRONSON MICHIGAN 















\ number of display studio operators 
have requested detailed information on how 
to go about obtaining war production jobs. 
Many studios are so equipped that they can 
handle certain assignments with relatively 
small readjustments in machinery and rou- 
tine. The following article explains in de- 
tail the procedure recommended by the War 
Production Board. 

It goes without saying that small and 
medium-sized manufacturers (and a num- 
ber of display studio operators come under 
this classification) are becoming increas- 
ingly important in the war effort. The big- 
gest mistake any such operator can make 
is to assume that he hasn't a chance of get- 
ting war contracts. There are certain things 
he can do to get them. The War Produc- 
tion Board has set up administrative ma- 
chinery to help him. By making full use of 
this machinery and by supplementing it with 
determination and ingenuity, many studio 
operators will be able to secure contracts 
or subcontracts for war production work. 

A complete survey of his facilities is the 
first step of every display studio operator 
who wants war work. This survey should 
begin with the firm’s business record and 
should include a description of normal prod- 
ucts made in the plant, the experience of 
managerial and supervisory personnel, pre- 
vious war production experience, if any, a 
financial statement, and names of past and 
present customers for reference. 

The studio operator should take stock of 
his labor situation. In the survey he should 
list the number of his factory employees, 
their skills, peak employment of the plant 
for one, two and three shifts, a description 
of the available labor supply and the com- 
petition for it, and a brief analysis of exist- 
ing and nearby wage rates. 

Then he should take stock of the studio 
and its equipment, describing location, trans- 
portation facilities, available power and 
water facilities, and similar production 
factors. 

Complete layout plans— accompanied by 
photographs—should be made of each sec- 
tion of the plant. Finally, a list of all tools 
should be drawn in which the age, type, 
make, size and serial number, as well as the 
tolerances usually followed, are included. 

Since the survey is to serve as a guide 
both to himself and to those from whom the 
display studio operator must get his con- 
tracts, it must be accurate and complete. 
Since a complete survey is often relatively 
expensive, the operator should make full 
use of it. 

His survey will do him the most good at 
the following places: 

1. The nearest field office of the Contract 
Distribution Branch of the War Production 
Board. (There are 115 offices scattered 
throughout the country.) Here a studio oper- 
ator can learn what war items are needed 
and get an idea of which he can make. He 
can study blueprints and samples. At some 








DISPLAY WORLD 


Display Studio Problems 


XLII. OBTAINING WAR PRODUCTION JOBS 





offices he will see exhibits of needed bits 
and pieces in which the prime contractors 
display actual parts and sub-assemblies they 
may want to farm out. Since the offices 
serve as a Clearing house of information 
for government procurement offices and 
prime contractors, the studio operator should 
keep in close touch with the office serving 
his district 

2. The army’s District Procurement of- 
fices. By writing to the Office of the Under 
Secretary of the War Department, Washing- 
ton, the studio operator may get a copy of 
the “Army Purchase Information” bulletin, 
which contains the addresses of the various 
procurement offices, the type of products 
they buy, and the procedure to be followed 
in getting orders. 

3. The navy’s Bureau of Supplies and 
Accounts. A booklet, “Selling to the Navy,” 
is just what its title indicates and may be 
obtained by writing the bureau at the Navy 
Department, Washington. 

4. Local prime contractors. <As_ firms 
which now have contracts become more and 
more “loaded,” they will become increasingly 
interested in the facilities of every plant that 
can help them fill their contracts. Ad- 
dresses and other information can be ob- 
tained at Contract Distribution Offices. 

It must not be assumed that there is any 
formula which will bring war work to any 
or all studios, however eager they may be to 
get it and no matter how hard they pursue 
it. Harnessing the capacity of small, me- 
dium-size, and even large production plants 
is one of the toughest production problems 
America faces, and there are many compli- 
cating factors. 

One is that, because of the extreme ur- 
gency of stepping up production immediately, 
it has been necessary to place contracts with 
firms which were prepared to fill them— 
those which were already in war work, but 
whose capacity wasn't being utilized to the 
utmost. Another is the limitation in the 
kinds of work many of the firms without war 
contracts can do. One of the most impor- 
tant factors is the simple fact that until the 
attack on Pearl Harbor, America was not 
spending enough money on the war effort 
to employ the maximum capacity of all its 
industries. 

Recently, Congress has appropriated addi- 
tional billions of dollars—and it is now ap- 
propriating billions more—for further war 
orders. Prime contracts are being placed 
with mass production industries as fast as 
committees representing them can be called 
together for conferences with the War Pro- 
duction Board’s Division of Industry Oper- 
ations and the government procurement 
agencies. 

Firms receiving prime contracts will need 
thousands of sub-contractors to help them 
meet early delivery dates. 

One fact that needs to be faced is that 
many large plants—those which were most 
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easily converted and which have the bu 
of the prime contracts—were slow in tl! 
past to sub-contract work that could be ha: 
dled by smaller firms. They will have 
spread sub-contracting work now. And 
is also true that many small manufactur 
have been slow to realize that getting \ 
work requires the same resourcefulness they 
showed in founding and building their busi- 
nesses, 

It takes time to convert a plant to war 
production, and a serious problem of many 
manufacturers is keeping their plants run- 
ning, their workers employed, while in the 
process of conversion. Under certain con- 
ditions, the War Production Board has found 
it wise to allocate scarce materials for less- 
essential products in order to keep a plant 
going until its capacity can be fully engaged 
in essential production. 

These scarce materials are usually granted 
only if the plant is converting toward pro 
duction as fast as possible and if a small 
amount of materials will keep a relatively 
large number of employees working. 

About 92 per cent of the 185,000 manufac- 
turing plants in the United States have 100 
or fewer employees, and they normally pro- 
duce about 31 per cent of the manufactured 
products. 

In order that as much as possible of this 
capacity be utilized, each plant must take on 
a maximum of the toughest work it can 
handle, leaving less difficult operations for 
those firms which otherwise would not be 
able to use their facilities. 

The problems involved in getting war con 
tracts to smaller and medium-sized estab- 
lishments are numerous and hard. But they 
must be solved; victory depends on it. 





Valuable Trophies Offered 
In Baseball Display Contest 

The annual Baseball week display contest 
sponsored by The Sporting Goods Dealer, 
St. Louis, provides a number of beautiful 
trophies this year, in addition to about $80 
in cash prizes. First award will be $25 in 
cash, plus an especially mounted radio tro- 
phy valued at about $75. Second place will 
be awarded $10 in cash and a barometer- 
pen set trophy valued at $40. A clock trophy 
valued at $35 and $5 in cash will go to 
winner of third place. There will also be 
an award for fourth place, and four prizes 
of $10 each. 

The rules provide that any store selling 
baseball goods at retail in the United States 
or Canada is eligible to enter. The display 
must be on view between Saturday, March 
28, and Saturday, April 4. It must contain 
a banner, card, or poster reading “National 
Baseball Week.” Photographs must reach 
the publication not later than Monday, Apri! 
20. The first five received will be awarded 
$1 each, regardless of whether or not they 
win prizes. 
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GLORIFYING THE 1942 AMERICAN BUSINESS GIRL 


Reading from left to right: Pat, Jean, and Helen, Business Girl Mannequins, to be featured 
in the double page spread of CHARM Magazine for April—NOW ON THE STANDS! 
Write today for exclusive rights! 


Complete Promotional Material Now Ready! 
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top 


ND HERE’S WHY THEY’LL WORK FOR 
YOU in your window and store dis- 
plays dramatizing America’s smart new 
Business Girl Fashions: Pat, Jean and Helen, 
created by Lois Felice, will spark sales in 


and poise. 


Simon and J. N. Adam & Co.—arrange for 
immediate, exclusive tie-up with our com- 


147 West 37th Street, New York 


29 


sure-fire appeal by their distinctive charm 


Follow the lead of Franklin 


plete promotion program built around the 
idea of the year—BUSINESS GIRL 
MANNEQUINS! 


Display Equipment 


CORP. 
BRyant 9-8450 








Stensgaard Asks |. A. D. M. Program 
For National Advertisers 

In a letter to Joseph Chadwick, display 
director for Famous-Barr Company, St. 
Louis, recently named chairman of the 
Manufacturer's Award committee of the 
International Association of Display Men, 
W. L. Stensgaard, head of the display firm 
of the same name, advocates increased at 
tention to the national advertiser by the 
FE A. DD; M. 
letter follow. 

“I continue to believe that the I. A. D. M 
has long been overlooking an important as- 


Excerpts from Stensgaard’s 


set to its activity and possibly to its mem- 
Manufacturers who are keenly in 
terested in display need a source of inspira 


tio} 
Won 


bership 


and information on this subject. Cer 
tainly the I. A. D. M. needs associate mem 
bership and if it could have a division in- 
terested in research and information about 
manutacturer display the same as it does 
about retail display, all would benefit. 

“I am positive people like Sherwin-Wil- 
liams, Hickok, Interwoven and two or three 
hundred others would gladly pay $50 to $100 
per year for associate memberships in_ the 
I. A. D. M. if, first of all, that money would 
help go to research and improve display. If 
that manufacturer could attend conventions 
aS an associate member, see exhibits and 
hear lectures and talks and see bulletins, he 
Would get his money’s worth. More than 
that, if he could enter his displays into com- 
Petition (perhaps eight or ten classifica 
tions) and thereby have the I. A. D. M. 
comimnittee pass judgment, he would learn 





more about comparative display. 

“Now seems to be the time to have such 
an activity. True, many manufacturers are 
curtailed in display, also in advertising, 
product and selling. Now is the time to 
go direct to retailers and distribution. Now 
is the time for getting together on a plan 
of distribution and close relationship with 
display in all fields because most everyone 
has time to listen. 

“Display or merchandise presentation will 
be more important after this war than it 
was before. Manufacturers will be wanting 
point-of-sale demonstration and display as 
never before. We can not expect to have 
proper consideration of this effort, activity 
or planning if we wait until after the war 
to build this department, this activity so 
important to the association, to its member- 
ship, to retail distribution and to leading 
manufacturers.” 


Hygrade Adds Small Lamps 
To Fluorescent Line 


Two new sizes recently added to the fluo- 
rescent lamp line of Hygrade Sylvania are 
the 6- and 8-watt lamps. They are designed 
for supplementary lighting purposes, coun- 
ter lighting, and artistic illumination § of 
mirrors, pictures, walls, etc. The 6-watt 
lamp is 9 inches long; the 8-watt lamp is 
12 inches in length. Both are %-inch in 
diameter. They are available in white and 
daylight 
from the company at 500 Fifth avenue, New 


York City 


Detailed information can be had 


Milwaukee Meeting 
Stresses Defense 

The subject of civilian defense and how 
the Milwaukee Display Club can help fur- 
ther the movement was the principal theme 
of the club’s meeting at the Milwaukee Ath- 
letic club on February 24. Col. A. Davis 
and Carl Bergen, secretary to the mayor, 
spoke briefly on the problems confronting 
the civilian defense board and gave sug- 
gestions on ways in which the display club 
might help to impress upon the public the 
importance of the program. W. L. Stens 
gaard, president, W. L. Stensgaard & Asso 
ciates, Inc., Chicago, spoke on related lines, 
giving numerous suggestions for different 
types of displays which would stress the 
defense effort. 

The club has decided to cooperate fully 
with local defense authorities and to help 
in any way possible to further the move 
ment nationally. 





Change Of Position 
For Westergard 

J. Stanley Westergard, formerly in charge 
of display and advertising at Mohr-Jones 
Hardware Company, Racine, Wis., has re- 
signed in order to accept a similar position 
with Eitel’s Smart Modes, Racine, and Lepp 
Furriers, Kenosha, Wis 
Browning King Names 
Display Head 

Edward Roge has been appointed display 
director for Browning King, New York City. 
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GO TOGETHER SHOP 
re reas vane rr 
—Many stores devote space to the 
promotion of matching accessories 
and ensembles. We show here a 
practical decoration that can be 
placed on top of shelving to identify 
such a department. Shadow-boxes 
provide dramatic displays of match- 
ing accessories. The center opening 
is filled in with a dancing couple to 
carry out the idea of Go Together" 
shop— 
















































































—For the camper, 
fisherman, hunter, 
and even the back- 
yard barbecue de- 
votee you can use 
this departmental 
unit. It has gener- 
ous shelf space for 
an adequate display 
of everything in the 
line of sports equip- 
ment, camping 
needs, fishing tackle, 
cameras, luggage, 
clothing, furnishings, 
and so on— 


ee 
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—For the next several months you will be featuring merchandise 

to be worn or used out of doors. This selling unit is done in 

outdoor style to impart the right kind of atmosphere in displaying 

wash frocks, children's play suits, garden equipment, sun parlor, 
and summer cottage furnishings— 
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* OUTDOOR SHOP = 
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—This spring play suit unit encloses a 
store post with a jumbo-size cardboard 
figure and a circular selling table. Grad- 
vated cylinders of heavy cardboard 
make the body, head and arms. Paint 
in show card colors. Hands hold a semi- 
circular sign cut from wall board— 















































MARCH, 1942 


DISPLAY WORLD 












Uncle Sam 





rolled up. ready for 
8’ tall, in full colors 


$125. 
This Minute Man is 


over and over. 
8” 


store in a city 





Be raceeren 
ok re 


=e 


Sam Antique gold, 
Statue of Liberty, 8 
Victory plaque, 36” x 


patriotic units pictured, Uncle Sam will be sold to 


Green bronze _ finish 26", 


, half relief, $10 per doz 





The splendid proportic 


SILVESTRI ART MFG. CO.” 


1214 WEST MADISON AVENUE, CHICAGO, ILLINOIS 


Goes To Work --- For Victory 


The Uncle Sam you've been waiting for! 


sleeves 
eroic proportions 

Like the other 
only one 


high, $4.50; 12” high, $2.75. 


a dramatic victory symbol 
”, full re 


scrappy, 
whatever comes H 
red, white and blue. 


24” 


you can use 


nuund, $18; 








gle 

red color, 6’ x 6’ 6”, $55. 

»” high, $22.50; 18” high, $4.50. 
) 6.50. 


x 2. 3 


of this ea 
desi 
high, $85; 5 

36”, $15; 24” 


ms 


match those of Uncle 
or any ] 




















ENN 
Rice 





ingly low prices. 
CHAIN STORE AND 
For special discounts, 
price lists. 














for SEAMLESS 
Background Papers 


87 in. 12-yard rolls - - $3.15 


107 44 / ; 44 44 44 ™ = 4.50 
Sl 44 oe 44 44 44 e 7 3.83 


In 12-Roll Quantities 


Slightly more for less than 12-roll quantities 


DECORATED — Beautiful seasonal panels, panoramas. 


backgrounds and 3-dimensional displays at correspond- 


QUANTITY BUSINESS INVITED. 


write for color cards, catalogs and 


The ACE PAPER CO., Inc. 


Display Division 


428 West Broadway, New York, N. Y. 



































CHICAGO GOES FLORAL 
[Continued from page 16] 

And still more posies—this time out at 
Marshall Field & Co.’s Oak Park store 
where Paul Bruneau, head of the display 
department, has turned in a thrilling setting 


for the benefit of passing shoppers. The 
ingenious set shown on page 32 is aptly 
titled “Fresh as a Flower” and is carried out 
in story-book fashion. Through the “key 


hole” proscenium is glimpsed a corner of 
a formal garden, reminiscent of Mistress 
Mary’s, with tulip bells all in a row and a 
gleaming patterned path 
forming a center “Y" upon the floor cover- 
ing of artificial grass. Suits for both those 


f snowy popcorn 


who are plaid-mad or “plain” crazy are 
shown by a quartette of teen-age manne- 
quins, one seated in a modern lawn chair, 
two enjoying the scenery and the fourth 
“blooming” out of the center of a giant 
water lily. There are jonquils nodding 
their butter-yellow heads and a great spray 
of blossoms zigzagging up the back wall 


and out of sight. A chiaro-oscuro effect is 
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—Upper left, by Paul Bruneau, Marshall Field 

& Co., Evanston. . . . Upper right, by Les 

Barofsky, Morris B. Sachs Company. . . . Cen 

ter, by J. W. Campbell, Carson Pirie Scott & 

Co. . . . Below, by J. R. Cooper, Mande 
Brothers— 


obtained by means of a shadowed archw 
and a shaft of sunlight from ceiling floo:'s 
Bruneau’s “Fresh as a Flower” is (to « 

a phrase) pretty as a picture. 

The flower show at the Ampitheatre 
spired Les Barofsky of Morris B. Sachs to 
set off his display of “Suits as refreshing as 
the flowers in Spring,’ according to the 
window poster, in a fanciful little hothouse 
White wood criss-cross strips and ma 
believe glass form the sides and roof of the 
greenhouse, which is illumined by a shaft of 
amber light filtering through from above 
The tulips and assorted spring flowers 
banked against the rear wall are real and 
very lovely. Downstage two spotlights are 
hidden behind spherical supports with bas- 
relief floral designs. One of the two models 





sits contentedly on a bench of white corru- 
gated metal to match a white flower-box in 
the exhibit. This window is pictured above. 

The final picture on this page illustrates 
an outstanding display by J. R. Cooper, 
Mandel Brothers. In keeping with the Pan- 
American interest so prevalent just now, the 
display pictures a Peruvian market-place, 
complete with all the vivid colors asso- 
ciated with our neighbor to the south. A 
complete air of “glamorized realism” was 
perhaps the most noticeable characteristic 
of the display. 

In tune with the season is a striking shoe 
exhibit in the Michigan avenue Joseph 
Salon, planned by Display Director William 
Joseph around an impressionistic replica of 
a “bull fiddle.” The bass viol serves ad- 
mirably as a platform for evening footwear, 
and a few modern “notes” are introduced by 
streamers, palm fronds and a pattern 
hanging picture frames in varied colors, 
which are also used in an ingenious manner 
to show shoe styles. The window, which 
is not pictured, features a pretty promenad 
of shoes-of-the-hour along the floor and on 
stepped-up units with a collection of com- 
plementary handbags. 
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Cluett, Peabody Appoints 
Display Manager 


mg well known for its progressive dis- 


New York City, has appointed Alois Fabry, 
to the newly created post of display 
n inager. The announcement was made by 
\. O. Buckingham, vice-president and di- 
rector of advertising and market research. 

Fabry, display director of Wallach’s, New 
York City, for the past two years, will plan 
and prepare Arrow window displays and de- 





sign suggested displays for all Arrow ac- 
counts. He will serve as a consultant and 
will work closely with merchandising man- 
buyers, and display managers of all 


agers, 
\rrow accounts throughout the United 
States. The new department was created to 


facilitate coordination and completely round 
out the dealers’ service division of Cluett, 
Peabody, which now includes advertising, 
sales promotion, market research, display, 
and publicity. 

Fabry has had notable and wide experi- 
ence since his graduation from the School 
of Fine Arts at Yale university. Prior to 
his recent work at Wallach’s, he was _ in- 
structor in drawing, painting and design at 
Columbia university for nearly three years. 
Before that he was director of the mural 
painting department of the Beaux Arts In- 
stitute of Design for three years. He won 
wide recognition for two murals, 30 by 33 
feet, which he painted for the main lobby 
of the Brooklyn City Hall. He 
done murals for the federal government in 
Ohio and Kentucky post offices. Included 
in his experience is time free 
lance display designer for department stores. 


has also 


spent as a 





Cincinnati Club Members 
Leaving For Army 

A meeting of the Greater Cincinnati Dis- 
play Club was held at the Hotel Gibson the 
night of February 19, at which time plans 
were made for a series of educational and 
entertaining programs to be held through- 
out the year. A number of members turned 
out to honor club members who were leaving 
for military duty. These were Earl Schube, 
display manager, La Mode, and William 
Marting, display manager, Eck Brothers. A 
former president of the local club, Joe Lom- 
bard, who is display manager for the Bond 
Clothing Company store, will be inducted 
into the army on March 19. 

Among those present at the meeting was 
L. J. Charrot, display factor of New York 
City. 





Color And Third Dimension 
In Reporting Service 

Retail 
avenue, 


Reporting Bureau, 171 Madison 
New York City, has announced a 
method of reporting window and inte- 
displays in full color and third dimen- 
Information can be obtained from the 
ss given above. 


new 
rior 
sion 
addr 


Thalenfeld's Wins 
Display Contest 


First prize, $100, in the December window 
display contest for chain stores, sponsored 
by t! Crown Fastener Division of the 
‘poo! Cotton Company, has been awarded to 


Thal 


feld’s, Wilkes-Barre, Pa. 





program, Cluett, Peabody & Co., Inc., 
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at once! 


There is a very definite promise for greatly 
increased business. This means that there will 
be a need for more and better displays. The 
sign and display studios equipped with a 
CUTAWL will be in a position to turn out 
up-to-the-minute work at a price that will get 
them the cream of the business. 





The display man with a Cutawl will be able 
to add to the attractiveness of his work, cut 
down costs and make more frequent display 
changes. 


DON’T DELAY ANOTHER DAY 


The CUTAWL is the only tool that meets 
every cutout need. It cuts practically any 
material into designs of any shape or size with 
the greatest rapidity and perfection. 


TAKE ADVANTAGE OF OUR 
EASY PAYMENT PLAN! 





Cutawl made background for 
Daut Bros. Florists, Decatur, Ill. 


a, 





Use the convenient coupon. 


INTERNATIONAL REGISTER CO. 


oS 2624 West Washington Blvd., Chicago, Ill. 
THE Q2 CUTAWL 


INTERNATIONAL REGISTER CO., 2624 West Washington Blvd., Chicago, Ill. 


Company Name 






Please Send FREE My Name 
[] Cutawl Catalog Address 
C) Easy Payment Plan City State DW-3-42 
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Preliminary Blackout Order 
Affects Display Windows 
Washington dateline, the 
February 27 
“Myriad 


displays, 


Asso 


carried the 


Under a 
ciated Press on 
following signs, 
lights 
blacked 
proclaimed to 
director of the 


called 


‘myriad’ coastal 


advertising 
other 


item: 


store window and 


along the nation’s coasts will be 
out nightly under a 
James M. 


Civilian 


policy 
night by Landis, 
Othce ot 
for the 

areas of all lights 
of being put out at a moment's notice’ in the 


Defense. Landis 
extinguishment in 
which are not ‘capable 
case of an air raid alert. 

“The requested blackout applies not only 
communities but to the 


to strictly coastal 


so-called ‘target area’ which extends inland 
300 miles from the Atlantic, Gulf, and Pacific 
coasts. Unofficially, stated that the 
policy would result in the extinguishment 


most, of the adver 


it Was 
of a great many, if not 
tising signs and store window lights in the 
area since in most cases they are not con 
trolled from and 
could not be doused quickly.” 

It would seem trom the foregoing that it 


central switches, hence 


is high time for displaymen to start think- 
ing seriously in terms of blackouts and the 
effect display. Stores 
with their own 
tically affected, since their lights can remain 
on until an actual alert is sounded. Smaller 
will have to resign them 


they will have on 


watchmen will not be dras- 


however, 
selves to going without display illumination 


stores, 


at night unless they can make the necessary 
arrangements to have lights turned off at a 


The 


stores which rely on time-switches to extin 


given signal. same applies to those 
guish the lighting at a certain hour. 

light-sensitive 
making their 


the answer to many 


Various adaptations of 


switch controls are already 
appearance and will be 
a displayman’s problem. These devices are 


mounted in the display window and focused 
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When this lamp 
source, as would 
an alert, the 
display 


on the nearest street lamp. 
is cut off from a central 
in an air raid or 
turns out the 


be the case 
device immediately 
lighting. 

The display lighting problem is a serious 
one under these conditions, and if the war 
dilemma will become in- 
particularly in the 
should confer 


worse the 
bothersome, 
Displaymen 


gets 
creasingly 
areas. 


immediately with their local defense officials 


coastal 


to see what steps are being planned, so they 


can be prepared accordingly. 


Display Studio Ingenuity 
Lands War Contracts 
Many 
under the impression that there is no possi- 
bility of securing additional work for their 
plants in the form of war production sub- 
contracts. “We're not set up for such 
work,” is the usual complaint. The truth 
of the matter is that many display studios 
are better equipped to handle sub-contracts 
than some of the plants that are already at 
But it requires in- 
part of the 


operators of display studios are 


work on similar jobs. 


genuity on the operators to 
visualize the production of materials for- 
eign to their usual routine, and the ability 
to adapt their production set-up to 
items. But it can be done, and increasing 
will add to 


the number of sub-contracts to be let in the 


new 
pressure on prime contractors 
near tuture, 

One example of what is being done in the 
display field: a manufacturer of display dec- 
found that 
the wooden legs for army 
he has a bid in on a sub-contract 


his plant can produce 
even now 
for liter- 
ally thousands and thousands of these legs. 
By a little ingenuity he saw how his plant 
could handle the manufacture of the 
used by soldier ; 


oratives 


Cou ; 


also 
trunk-locker boxes 
he is now set up to turn these out in quan- 


looking around for more 


every 


tity, and is busy 
fields to conquer—and his display decora- 
tives business continues as before. 

As an what small plants 
everywhere are about sub-contracts, 
consider a small manufacturing firm in the 
East. Two company was 
turning out egg poachers, radio dials, and 
control With the curtailment of 
aluminum due to the defense program, the 
firm seemed doomed to extinction. But the 

While they 
tanks or. air- 


example of 
doing 


years ago the 


dev ices. 


owners refused to give up. 
couldn't produce complete 
planes in their plant, they had not 
been making complete radios, either. They 
had been producing parts on a sub-contract 
and they after 
contracts on war materials, at a time when 
such contracts were few and far between. 
\t first the concern bid only on jobs it 
could handle with its existing machine tools. 
Later, as a few contracts started coming 
in, it added such equipment as pipe and tube 
bending machinery. Today it has doubled 
its personnel and is working night and day 
on percussion caps, struts, flap hinges and 
other bits aircraft, and a 
number of experimental Material 
shortages have not bothered the firm 
it started defense work, and it is producing 


small 


basis decided to go sub- 


and pieces for 
orders. 


since 


on a sub-contract basis for some of the most 


important airplane manufacturers in the 


Fast. 


The advice passed along by one of the 
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partners to other small manufactw: 
plants is: “At first bid only on prod 
that you can make with machines you | 
in your shop and can surely handle. 
always remember—a letter will bring 
blueprints and invitations to bid, but 
will never get a contract unless you g 
the plant and keep after the prime 
tractor. When you go, go preparea to s 
them definitely that you have the ab 
and capacity to handle the job.” 

We recommend that display studio « 
ators read the article under “Display St 
Problems,” elsewhere in this issue, for 
tailed information on securing war pro 
tion orders. 


"The Wreckord" Offers Basis 
For Institutional Display 

A booklet just released by The Travelers 
Insurance Hartford, Conn., of- 
fers an idea for an_ institutional 
which can perform a real service to th 
public. In brief, the booklet explains how 
40,000 people were killed in automobile acci- 
dents last year and how 1,500,000 were in- 
jured—both totals the highest in automobil 
history. It shows graphically, by ch 
and diagrams, the exact factors which were 
this army of 


Company, 
display 


arts 
largely responsible for dead 
and injured. 

Now, at a time when the 
every man and woman are required for thi 
war effort, it is more important than ever 
before to prevent automobile accidents. Oi 


services ol 


course the decreased use of cars, because oi 
the tire and gasoline 
will assist greatly. But the needless destruc- 
tion of life and property which has 
going on for years can be slowed also by 
institutional displays which are dramatic 
enough to make every driver stop and think 

Two patriotic themes can be interwoven 
with good effect into careful driving dis- 
plays, based on the fact that speeding is the 
automobile accidents. First, 
for conserving lives because 


probable shortage, 


been 


cause of most 
the necessity 
the service of everyone is needed by the 
nation; second, the necessity for lower 
speeds in order to save gasoline and tires 

Any store installing such a display may 
save one or more lives, and lives are espe- 
cially valuable just now. 


Haecker To Judge 
Display Contest 


Carl V. Haecker, assistant director of 
sales promotion of the W. T. Grant Com- 
pany, New York City, will judge a “national 
morale-building” window display contest to 
be conducted during April. The contest is 
sponsored by Gartner & Bender, Inc., 1104 
South Wabash avenue, Chicago, manutac- 
turer of greeting cards. “Keep in touch 
to keep ‘em smiling!” will be the slogan 0! 
the contest, with defense bonds for the ten 
best displays. Details are 
the address given above. 


available {rom 


Snyder Joins 
Dayton Firm 

Robert F. Snyder, formerly in charge of 
display for the Scranton Dry Goods Com- 
pany, Scranton, Pa., has resigned in order 
to accept a similar position with The Home 
Store, Dayton, Ohio. 
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Morley's Air Raid Display 
Highly Realistic 

f. Jimmie Poitras, display manager for 
Morley Brothers, Saginaw, Mich., reports 
that the firm’s recent air raid display and 
rehearsal was complete in all details but 

no bombs fell. Preparations for the 
rehearsal began some time ago, and on the 
appointed day Morley Brothers’ display win- 
dows were taped in the most approved man- 
ner. At a given signal, store employees 
built a sandbag barricade before the store, 
airplanes roared overhead in a simulated 
attack, and air raid sirens screamed. The 
people of Saginaw had been warned of the 
drill and played their parts perfectly, while 
rescue squads and other units of civilian de- 
fense went into action. 

The test was so dramatic that the local 
paper gave the story excellent front-page 
position, and all Detroit papers carried con- 
siderable copy on the event. 





Schenley Plans Conservation 
Of All Display Materials 

Lester E. Jacobi, president of Schenley 
Distillers Corporation, one of the largest 
users of point-of-sale displays, has an- 
nounced a plan for the conservation of dis- 
play materials. Under the new arrangement, 
Schenley will lend promotional material to 
dealers, who will notify the company by a 
business reply card when they desire to 
change the display. A Schenley representa- 
tive will then pick up the material, have it 
reconditioned and then issued to another 
dealer. 

The plan has been thoroughly tested, ac- 
cording to Jacobi, in representative markets 
and is now ready for national use. He re- 
ports dealers glad to help conserve point-of 
sale display materials and with a new appre- 
ciation for this type of advertising. 


Display Service Encourages 
Paper Conservation 

In an effort to conserve paper, Sellinger 
Display Service, 3009 North Grand avenue, 
St. Louis, is requesting all its dealer outlets 
to save the dummy cartons used in displays 
by national advertisers, for reuse later on 
Special efforts will be made to see that these 
requests are observed. 


Baby Daughter 
For The Sterns 

\ bundle from heaven arrived for Mr. and 
Mrs. Herman Stern in February, in the form 
of a baby daughter who has been named 
Madeline Nancy. Stern is connected with 
James A. Cole Company, 235 Fourth avenue, 
New York City; he also covers the firm's 
out-of-town territory. The Sterns have one 
other child, a son. 


Harry Dietzel, Hearn's, 
Wins Local Contest 


First prize in New York City’s defense 


ond display contest, held on  Lincoln’s 
birthday, has been awarded to Harry Dietzel, 
Hearn Department Stores, Ince. Second 


place was won by Henry Zimmerman, Weber 
« Heilbroner, and third place by James 
Gosling, Franklin Simon & Co. 
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BENT-BOARD 


Displayers 


Shown here are displayers made from 
BENT-BOARD. They are available 
from your display material dealer 
now! They are of the finest work- 
manship and finish —and will lend 
themselves to many uses and effects. 
They demonstrate, too, just a few of 
the many unique display effects that 
can be devised with BENT-BOARD. 


They will likely influence many dis- 
playmen to create some of their own 
display equipment with the aid of 
BENT-BOARD. 





No. A3—illustrated are two sets, 
both finished in walnut grain, 
highly polished. Innumerable ar- 
rangement possibilities. Each item, 
in set of three, is 314" thick, all 
18" wide, with end size 7", 15", 
and 22" long. eae 


IMPORTANT! 
Displayers No. Al and No. A2 


are available in plain satin lac- 
quer finish as well as the finish 
illustrated. Each item illustrated 
will find a thousand uses in your 
store. 





No. AI—A _ displayer that can 
serve beautifully in windows .. . 
on ledges . . . or on the store 
floor. Finished in off-white satin 
lacquer this item measures 4' 
high—frame opening 24" wide by 
38"' high—base 24" deep. 


No. A2—Here's a set of pedestal 
displayers really unique by them- 
selves or used with plate glass 
panels you already have on hand. 
Finished in black and green mar- 
ble buffed to a high polish. Tops 
measure 5" by 8" and heights 
cre 12", 18" and 24”. 

a 





See your local display material dealer for full 
information on all BENT-BOARD products, 


or Write 


HARVE FERRILL & CO. 


National Distributors 


2635 SOUTH WABASH AVENUE 


- CHICAGO, ILLINOIS 





-_> 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS =e 











—The original Schaefer 
brewery is the subject of one 
of the displays marking the 
centennial of the R. J, 
Schaefer Brewing Co. Early 
New York, cobblestone 
streets, huge brewery horses 
and other symbols of a past 
age are magnificently re- 
produced. The displays are 
by Einson-Freeman Company, 
Inc., Long Island, N. Y.— 


—The new 1942 Eagle-A 
wedding display again fea- 
tures miniature figures of a 
bridal couple. The center 
panel is lithographed in a 
delicate blue, while the 
stained glass window con- 
tains a dozen different tints 
and tones, done by silk 
screen process. Side panels 
are lithographed— 


ii 


sETT , —Little Red Riding Hood is 
5 EF . the subject of the new West- 
wire inghouse Mazda lamp dis- 
4 play. In traditional red 

cloak, she is reproduced in 

full color from an _ unusual 

direct-color photograph. Pro- 

vision is made for the inser- 

tion of six actual bulbs in 

the display.. Designed and 

lithographed by Einson-Free- 

man— 





—Some 25,000 Schaefer 
dealers are being awarded 
this handsome plaque as 
part of Schaefer's centennial 
celebration. Beautifully de- 
veloped on grained walnut, 
the message appears on an 
etched brass panel; each 
plaque bears the individual- 
ly engraved name of a 
dealer.. The double medal- 

egeeasiat OF OUT ee = lion is molded and repro- 

nthe wcras s\R\ MO. i eo ane duced in a wood plastic to 
Thy WAAL IIH \AAIVER simulate bronze. Kay Dis- 

expressing Wt sincere ' plays, New York City, is the 


| ‘ creator— 
appreciallint aid best Wishes 


parSeMEn 10 





—Miles Laboratories, Inc., is 
telling the public about a 
new addition to the firm's 
“One-a-Day" vitamin tablets. 
The pictorial is in full color. 
Space is provided on pro- 
jected shelves at the base of 
the unit for actual product 
packages. Created and pro- 
duced by Forbes Lithograph 
Company, Boston— 
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Mother's Day Symbol 
ls Unveiled 
he official Mother's day poster for 1942, 
unted by McClelland Barclay, was un- 


led recently by Mrs. Wendell L. Willkie. | 


poster will serve as the symbol for 


Mother's day, May 10. The theme is “Hats 
Of to Mother!” with the part of American 

thers in the national emergency in mind, 
with emphasis on their part in national de- 


fense, civilian morale, and the need for a | 


healthy, strong, victory-determined nation. 
The poster and four-color reproductions in 
various sizes, as well as other display mate- 
rial, will be available to retail stores. De 
tails are obtainable from National Commit- 
tee on the Observance of Mother’s Day, 393 
Seventh avenue, New York City. 





Switch Turns Out Display Lights 
Automatically During Black-Out 

\ photo-electric illumination switch has 
been announced for districts where black 
out regulations are in effect, and is said 
to have received the approval of defense 
officials. The device permits full operation 
of window display lights or electric signs 
until a blackout, at which time it turns out 
the lights or shuts off the sign automatically. 
The device is mounted in the display win- 
dow, in alignment with the nearest. street 
lamp. When this centrally controlled lamp 
is turned out, the “Photoswitch” turns off 
the illumination under its control. Litera- 
ture is available from the manufacturer, 
Photoswitch, Inc., 21 Chestnut street, Cam- 
bridge, Mass. 


Different Mode Of Operation 
For Display Service 

W. S. Shadduck calls attention to the un 
usual method he has found successful in 
operating the “Hi-7"” Display Service, at 
Miami. The firm does not solicit national 
advertisers for the installation of point-of- 
sale displays in local outlets. Instead, the 
advertiser is asked for the salient facts con 
cerning his product, after which the “Hi-7” 
art department works up a display especially 
suited to the locality. The service is said 
to be particularly valuable in introducing a 
product in a new field. The displays are 
done on corrugated paper. “Hi-7” either 
handles the installation as well, or secures 
a display service firm to do the installing. 


Mannequin Firm 
Is Formed 

Madisonia Manikins is the name of a new 
frm which is now operating at 795 Broad- 
way, New York City, under the management 
of Florence Lawrence, formerly with Vazah, 
Inc. The firm will specialize in creative dis- 
Plays and mannequin refinishing. 


$100 Prize Goes to 
R. W. Moore 

The first prize of $100 in the Modern 
Kitchen Bureau's fall, 1941, water heater dis- 
Play contest has been awarded to R. W. 
Moore, Ohio Power Company, Portsmouth. 
Second place, $50, went to Hartford Electric 
Light Company, Hartford, Conn.; Ernest J. 
Roth is display manager. 
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new MITTEN Dis- | 
Letter Cabinet keeps — 
all letters at your finger — 
tips! Each font slides out — 
to become quickly acces- 

sible. It is important to ~ 
include this handy cabinet ~ 
in your equipment ! 


Mf). mant Layout modern up-to-the- 
minute window signs that CATCH THE 
EYE of the busy shopper and HOLD his 
attention! Low in cost .. unique . . beauti- 
fully designed ... and SO SIMPLE TO 
USE! There is no limit to the combination 
set-ups possible with these pure-white, satin- 
Finish 3-dimensional letters! 


SEND US THIS COUPON NOW! 


MITTEN’S DISPL 
REDLANDS, CALIF. te 


#@@@e¢e¢@e¢ « 








+ 





MITTENS “\aetecaeillllal 
DI § P LAY of modern display ideas. 


LETTERS 40)! 


“7a City and State 
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Announcing 


THE 
VITAMIN 


GIRLS 
of 


I942 


A complete new line of 


Think this over 


—— ’ 
Y EE BY FRANK G. BINGHAM Smid 





I recently read an article in which a dis- Conquered, but not without power, the 
play manager suggested that everyone in- plays of France—like the country itseli— 


terested in display advancement acquire a will rise again. . . . Another interesting 
certain style of display presentation and press item, from Melbourne, Australia: 
stick to it. It is fine to do this for your “Patrick Hartney was tried under a 1677 
store, but to look straight ahead and not act of the time of Charles II. It was charged 
watch the side roads for new ideas in dis- that he did ‘publicly expose to sale goods to 
play is very dangerous. Far too many dis- wit, cream, upon the Lord’s day.’ He was 
play managers become satisfied with their found guilty and ordered to forfeit the 
style of presentation and as long as the cream and pay the cost of the trial.” Going 
boss isn’t complaining they get by with it. back 265 years to find a law to prevent dis- 
Suddenly a new display manager comes to play from doing its selling job certainly 
town with a flock of new ideas and takes the speaks well of the medium we use daily. 
town by storm. The former hears things Display is the cream in the milk bottle of 
about his windows, but the rut is cut too advertising, but the newspaper budgets skim 
deep and he refuses to change his style be- it off before we get a chance to taste it in 


Mannequins 


designed 
by cause it has become a habit to his person- most stores. 
ality. His so-called style of presentation 
stays with him, but his job goes to a new Today with the entire world on the alert, 
man. perhaps this is a good time to have a test 
black-out on our own personal selves. Will 


O21 ded dd deded deeded dededededddhddeied tLe eee LEE LEI Liiiiitiriiiritiitititititittttttt ttt tT 


Jean Spadea | 


\n Associated Press item from Vichy, our so-called style of display presentation 
France: “Tea rooms were ordered today to withstand the bombings of new ideas in our 
remove sandwiches and other tidbits from competitors’ displays down the street? Will 


collaboration their display windows. Police explained our interior displays match his if he ever 


with that such displays make people hungry.” decides to do something about it? How 


Elizabeth 
Arden 


Tom Lee 


of Bonwit Teller 
e 


First Showing 
at 
Display Convention 
St. Louis. Missouri 


June 27 to July 2, 1942 


SPADEA 
MANNEQUINS 


1] West 57th Street, NEW YORK 


on 
fall 
the 
Obs: 


—''No, no, Jackson! Orange BLOSSOMS!""— full 
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strong and how secure is this style of dis- 
play in your store? In this emergency 
make sure you are not leaving too many 
hts of self-satisfaction burning. This is 
a 
retailing and all displaymen must be on 
the alert to do things differently, over night. 
Out of this war may come an entirely new 
way to display merchandise—or should | 
say display merchandise without merchan- 
dise? 
Come what may, let us not forget the 
story of one of the greatest sculptors of all 
times—Michelangelo. He had many master- 
pieces, but no one style. After completing 
his renowned work of Moses he stood back 
to examine it. Suddenly he struck the mar- 
ble knee of the statue with his sharp chisel, 
shouting: “Why dost thou not speak?” The 
dent on the statue’s knee still remains as a 
reminder to the world: never become self- 
satisfied. 

An interesting story, and true, was related 
to me recently about a displayman in a mid- 
dle western city. He couldn't get along with 
the ready-to-wear buyer. It seems that this 
buyer would criticize every window the dis- 
play manager would put in for her. He made 
her merchandise look like the last rose of 
summer during the entire year, in her opin- 
ion. The display manager did everything 
he knew how to please her and often made 
changes she suggested; still no success. He 
mentioned it to the store owner several 
times but he wasn’t interested. Finally, 
the display manager resigned. 

The owner talked it over with him and 
found the situation much worse than he 
thought it to be, so he told the display man- 
ager to go down to the ready-to-wear floor 
and have the buyer come to his office. He 
said to her: “I understand you do not like 
our display manager’s work, and that you 
can decorate windows better any day?” She 
replied: “He just doesn’t know how to han- 
dle my merchandise, and I certainly can do 
a better job.” The manager said: “That is 
why I called you here. I am going to make 
you the display manager and the display 
manager is going to take over your job for 
a week. I want to see for myself how good 
you are at window displays, so go ahead.” 
She, of course, couldn't believe her ears and 
said: “You're kidding!” He replied: “No, 
[ am not kidding; the display manager is 
already down in your department taking 
over your job, so go ahead with his.” 

Three days passed and late in the after- 
noon ot the third day, the ready-to-wear 
buyer came to the boss full of apologies, 
asking him to send her back to her depart- 
ment. The display manager was called in 
and told to go back to his windows as fast 
as he could to straighten them out. Like 
all good stories everything is going smoothly 
now, with both display manager and buyer 
doing their respective jobs in harmony, 
thanks to a wise merchant who knew how 
to handle a situation which is not at all 
uncommon in many stores today. 

Easter, the second most important point 
on any retail plan promotion for the year, 
lalls a week earlier this year, and follows 
the full moon of April 1. Easter always is 
observed on the Sunday following the first 
tull moon after vernal equinox, or spring, 


fast-changing period in our history ot 
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AU Your Displays 


MUST BE BETTER THIS YEAR 


HERE will be fewer styles to choose from this season. Un- 
familiar materials must win acceptance. Wartime psychology 
must be figured in. So displays must be more effective. 


This means that experienced displaymen will make more 
extensive use of Fairy Forms for modeling shoes and hosiery, 
neckwear and brassieres. Fairy Forms, with their exclusive 
effects, do more than just show merchandise. They add a 
powerful emotional appeal that makes whatever they display 
seem even more desirable. 


Now is the time to check your supply of Fairy Forms. You 
can’t have too many. And when you make up your list, remember 
—the Fairy Forms you purchase today are styled and built to ren- 
der superlative selling service not only this season but for many 
seasons after the present emergency has passed into history. 


Write today for Fairy Forms Price List No. 63 
listing new prices effective April 1, 1942. 


SHOE FORM CO. Inc. Dept. DW3, AUBURN,N. Y. 














Destined 
to become 
the most 
famous 
corner in 
the display 
world! 
* 


e ARTIFICIAL FLOWERS 

e PLANTS and TREES 

e DISPLAY NOVELTIES 

e CUSTOM-MADE BACK- 
GROUNDS and DISPLAYS 


* 


\ 
\ 


Complete creative, engineer- is 


ing and production depart- 


ments — all under one roof! 


A Cordial Welcome Awaiis You! 


DISPLAY WORLD 


March 21. This is because the lunar cycle 
is used to compute the date, and easily re- 
membered is the rule of the first full moon 
after spring arrives. 

Easter Sunday, falling on April 5, is late 
again this year, but Easter of 1943 will be 
exceptionally late, with fashion merchandise 
departments enjoying the longest pre-Easter 
season in fifty-six years. Easter, 1943, will 
be on April 25. This will not occur again 
until the year 2038, or ninety-five years from 
next year. Better tell your fashion buyers 
to make the most of it in 1943 because they 
will never again enjoy such a long pre- 
Easter buying season. 

Wordisplays: Frank S. Wahl, Jr., who di- 
rects the displays for the Buffalo Niagara 
Electric Company, installed one of his ex- 


| cellent slanting displays of an electric stove. 


A woman purchased the stove from the 


| window display, but when the men installed 
| it in her home she said: “That’s not the stove 


I ordered; it isn’t on a slant.” ... The good 
old U. S .A. was once the largest importer 


| of toys, but since 1939 we have been the 


Mrs. Louise Parker, 


largest exporter 
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operator of a five and ten-cent store jp 
Memphis, put $155 between some paper | 
kins but interior display did its job qui 
and the napkins were sold. She has not 
located the lucky customer. . . . Bury 
smashed Russek’s window, Chicago, an 
caped with two natural mink coats va 
at $3,500 . . . they broke the glass w 
fence post which they left behind for | 
Kent, display director, to use in her 
casual display. Block’s, Indiana; 
installed the great series of displays « 
“We, the people, at war,” by Stensg 
which is now on tour throughout the « 
try. . . . Ayres, a competitive store 
a large newspaper ad urging the peop 
the Hoosier capital to go see Block's 
J. Roeder, display direct 

Block's, will no doubt cherish this adve 
ment for a long time, and rightly so. 
don me while I go pay my income tax 
Returns To Hengerer's 
After Long Illness 

John Erb is now back on the job at Hen- 
gerer’s, Buffalo, after two months of serious 
illness. 


—Scenes from the very successful February meeting of the Chicago Display Club . . . Upper left, 
William Cahill and Jack Pollari, new president . . . Upper right, some of those attending the 
meeting; in the foreground. left to right, H. Haney, Crawford Department Stores, A. Sandine, 


Weiboldt's, Les Barofsky, Morris Sachs Company . 


. . Center, Wally Kramer, manager of the 


Chicago office of Garrison-Wagner Company, demonstrates his ability at sketching and finds 


it rough going as the model crosses him up by doing a strip-tease . . 


. Lower left, Ray Bianchi, 


Goldblatt's, Phil Goldberg, Schack Art Flower Company, and George Hermanson, retiring presi- 
dent of the club . . . Lower right, back row, Hermanson, John Courtney, Carl Gestrine, Ray 
Bianchi; lower row, H. Haney, Bill Cahill, Jack Pollari, and Les Barofsky— 
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THIS IS A “BUSINESS GIRL" YEAR 
[Continued from page 18] 

irm advertisers almost daily report out- 

ing success with their 

enting on the number ot 

ill of which proves that the business 


advertising, 
mail orders 
onsumer-group “Buys By Eve!’ Suit- 
at her budget prices 
theme that 

the picture, is all she asks. 
Gosling, Franklin Simon, New York 
broke on March 13 with two 
sir] windows in which he featured new man- 
ins designed to portray the modern 
And speaking of manne- 
ns, there are some business gir 


merchandise 
puts her 
James 

City, 
business 


with a “Specific” 


feminine worker. 


manne- 
ns on the market today that can almost 
sit down at a desk and take dictation. 
There’s more than one practical reason 
days for glorifying the consumer in 
Let’s take a typical assignment for 


these 
display. 
‘\ window featuring assorted budget priced 
tailored clothes.” Your merchandise will 
probably have no style angle in itself; what 
can you do to dramatize it? You may dress 
it up with props and the looks 
pleasing perhaps, and very general. In at- 


window 


tempting to appeal to all consumers on a 
alone, you usually appeal to 

But take that same merchan- 
dise, think in terms of glorifying the con- 


price basis 


none of them. 


sumer who'll wear it, and you’ve got some- 
thing! Select the business girl eu % 
setting . maybe a bit of humor, “punch- 
ing the time-clock,” or “40 hours a week’’— 
and you can develop a window so dramatic 
or so amusing that price tags won't count! 
Just study the business girl as you did the 
co-ed; you will find she leads a full and 
interesting life gold 
She prides herself on 


an office 


affording a mine oft 
promotional themes. 
her good taste and 


budget; she 1s 


is practical about her 


active in sports; she loves 
movies and dancing; she saves tor her two 
weeks with pay 


Stores 


vacation; she travels. 


write Charm every day asking 


tor suggestions on business girl windows 
The rules for success are few 


l. Be 


consumer group at a time. 


and simple: 


specific; confine windows to one 


2. Portray a familiar situation in your 
windows ee 
3. Be 


the occasion a od 


like office scenes. 
sure the merchandise is right for 
. priced for her budget. 


4. Window card theme and copy should 
be in her language. It is effective to use 
giant typewriter lettering instead of hand 


Note-books, 


Waste paper baskets are good atmosphere. 


). Play up “practicality” or 


lettered signs. typew riters, 


“effectiveness” 


fashion such as “stitched down 
pleated skirt won't ‘sit-out’ between 9 and 
3 “long shirt-tail blouse that won't 
pull-out’ when you reach for the bottom 
file drawer.” 
6% Tie in with editorial theme in_ the 

ness girl’s magazine, Charm: it gives 
restige and authority to window and met 

Ist alike. 


Resigns From 
Diana Display 


\dolph Laikauf, Diana Display Associates, 
228 West Houston street, New York City, 
as resigned from his position in charge of 
Daj mache production. His tuture plans 


t 


known. 






DISPLAY WORLD 


107" x 107" 


>4 9- 95 
EACH 
SPECIAL SIZES ON REQUEST 


MANY TIMELY SUBJECTS 
WRITE FOR FOLDER 


SEE OUR SHOWROOM 


15 EAST 22ND STREET 
NEW YORK CITY 


4| 


KEEP YOUR WINDOWS 


IN FASHION 


WITH 


SEASONAL PANELS 
IN PAPER SCULPTURE 


PANEL No. 


3: CHILDREN AT ZOO 
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|N DEFENSE work, where time and speed are vital—where materials and 
effort must be conserved—Hansen one-hand Tackers and Staples are 
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doing their part in speeding up the win-the-war program. 


In airplane construction alonc, 35,000,000 Hansen Staples have been 
used in the past few months. Yet, this is but one instance of their use in 
war effort. They are used in Federal Housing Construction, Ordnance and 


Navy Departments, Machine Tool Industry, etc. 


Hansen Tackers, in war or peace, are out in the front line in the first-line 


defense against waste--of materials—time—and effort. 
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A.L.HANSEN MFG.CO. 


504] RAVENSWOOD AVE., CHICAGO. ILL. 












No. 4201—No. 4202—No. 4203 


Molded Papier Mache 
TREES 
=i $18.00 


34 round, 14 in. high, 
Per Doz. 
No. 4202 
Mounted on Wooden Plates 


<5 
$ 7.50 


34 round, 36 in. high, 


Each 
No. 4203 
ae 
PAINTED 


In Any Color Desired 


No. 4201 and No. 4203 Mounted on 
Wooden Plates, 25c each extra 


ARTLEY STUDIO 


350 PLANE ST. NEWARK, N. J. 
KNOWN FOR THEIR TREES 














Silent Salesman 
STREAMLINE SHOW CASES 


Send tor Catalog 


Detroit Show Case Co., Detroit, Mich. 











REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Spring St. Los Angeles, Calif. 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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THE TREND IS TO MASS DISPLAY 

[Continued from page 5] 
eral observation, mass display is the only 
type which so-called ‘progressive’ drug stores 
will accept because the rent of such stores 
is based on location; as a result, windows 
must feature a variety of items to appeal to 
the varied preferences of people and thereby 
attract store traffic.” 

Continuing his comment, after observation 
of mass display in 344 drug stores, Ingram 
states: “This type of display, with only 
little billboard value, localizes the effective- 
ness of national advertising and benefits the 
displaying and cooperating druggist. Obvi- 
ously, an improvement in sales is noticeable 
in practically all stores in which mass dis- 
play is installed.” 

I point out these two examples to empha- 
size the fact that the advertiser need not 
fear mass display as against use of full 
Mass 


display therefore can be a sales builder with 


window display for a single product. 


the valuable plus of building good-will with 
your dealer. 
In review, the national advertiser should 


check these suggestions: 1. Plan to get away 


The DISPLAY PARADE_ no. 
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from the over-size type of lithograpl 
play material that crowds the window 
other merchandise can be shown. 

2. Plan, if possible, so that your dis a 
material ties up readily with related ; 
thereby giving the retailer a “break.” 
might attach a list of suggested iten 
the back of each display piece, to be sp: 
ally helpful. 


3. Keep interior display units small. ey 
can be reproductions of larger wi 
pieces. 

4. Keep mass display in mind. Use prices 
in your display material, or provide Act 


for dealer to insert the price. 


5. Question automatic shipment of mate. 


rial to avoid waste. 


6. It your product comes in several sizes 


give major showing to a larger unit. Hel 
the dealer dollar volume on ar 
“economy size.” 

7. Do not depend too greatly on \ 


boost 


salers’ salesmen or 


up display pieces unless you have som 
check-up system. 
8. If you want to participate in mass dis 


play that will present a unified appearance 


36 —by Tony Brinker 








NOW HERES 
A TROPHY 





vO BE 
PROUD OF! 













we. WAS WON 
MARY NATIONAL 
DISPLAY AWARDS 
AND TROPHIES 


DIRECTOR, §; 
NICE ~ PRESIDENT} } 
ANO FOR TwE “HPT 
PAST FOUR YEARS 
AS TREASURER. 3 
STUDIED ARY In THE 
SAN WIS MILITARY COLLEGE MEKICO. 


RICHARD 


DISPLAY DIRECTOR | 


VANDEVER DRY GOODS <O., 
TULSA, OKLA, 


— WAG BEEN WIT VANDEVERS FoR THE 
PAsT BIGHT YEARS. WAS WITH THE DISPLAY 
STAFE OF LOSKES SAN ANTONIO IN 1918 — 
SPENT FOURTEEN VEARS As DISPLAY ANO 
ASVERTISING MANAGER, RAMSAY STORES 





\WAVENT SEEN A Buck 
VEER ALL DAYS THINk 
VUL TURN BAK 
~<O CAMP / 






WOBBIES READING WRITING ANDO DEER 
BUNTING IN MEYICO— BORN IN SAN Luis 
POXOS) MEXIZO... ISA NATURALIZED AMERICAN 


TERLOO. 
FOR vanveveR 





CYTITEN, DIRECT DESCENDANT OF COL. SIR HENRY STAINES wuo FOUGHT UNDER DUKE OF WELLINGTON AT 
WATERLOO... mReee TO LOLITA STAINES who 16 ALSO HIS FIRST ASSISTANT AND INTERIOR OPLAY MANAGER 
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your own men to put 
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us: a reliable servicing firm or association. 
Mony wholesalers, knowing the importance 

elping retailers do a better merchandis- 
ne job, service voluntary groups of inde- 
perndents. Such window service accommoda- 
s insure adequate display, use of mate- 
and usually will support window space 
with colorful circulars, interior displays, 
pennants, CxC. 

If you are planning a wide display 
campaign it is wise to test display material 
in a smaller group of stores. Such tests 
can readily be handled close to the home 
office or through a service firm. 

10. Remember, too, there may be paper 
and paperboard shortages to face. Avoid 


waste ! 


Riley Made Manager 
Of Bergdorf Display 

Andrew Goodman, vice-president of Berg 
dorf Goodman, New York City, has an- 
nounced that John Robert Riley will become 
display director for the store on March 15 
when Mab Wilson resigns to join Lentheric, 
Inc. Riley has been serving in an executive 
capacity as assistant to Miss Wilson. 
Kay Joins Williams 
As Salesman 

Melville Kay, formerly with Lloyd Dis- 
play Equipment Company, New York City 
is now representing Jas. B. Williams, Inc., 
498 Seventh avenue, of the same city, in a 
sales capacity. He will cover the middle 
west and southern states. 


Enlarged Showrooms 
For Dave Hamberger 

Considerably more showroom space has 
been added to the establishment of David 
Hamberger, Inc., 115 West 31st street, New 
York City, in order to give better display 
to the firm’s line of display decorations and 
novelties. 








COMING UP! 

Accident and Health Week — March 
23-28. 

Baseball Week—March 28-April 4. 

Easter Sunday—April 5. 

Conservation Week—April 1-7. 

Army Day—April 6. 

America’s Home Week—April 11-18. 

Garden Week—April 12-18. 

Wildlife Restoration Week—April 12- 
18. 

Pan-American Day—April 14. 

National Hardware Week—April 16- 
25. 

National Notion Week—April 20-25. 

National Foot Health Week — April 


20-25. 

National Fishermen’s Week—April 25- 
May 2. 

National Better Homes Week—April 
26-May 2. 


National Baby Week—April 26-May 2. 
National Egg Week—May 1-7. 
National Music Week—May 3-10. 
National Golf Week—May 9-16. 
Mother’s Day—May 10. 

Good Will Week—May 12-18. 
National Cotton Week—May 15-23. 
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Y The HANDIEST 


decoration material 
you have ever used! 














EATON SCatter-grass 


@You'll find a wider variety of uses for Eaton SCATTER- 
GRASS in all types of displays. Looks like real growing 
grass. Use it by itself—or as a ‘filler’ with Eaton 
Grass Mats. With SCATTER-GRASS you can easily 
cover awkward shaped spaces — around tree trunks, 
stones, pedestals, etc. Made of genuine Madagascar 
raffia. Fire resistant—mildew proofed. Can be used 


many times. Carton (enough to cover 20 sq. ft. | 


thick) only $2.50. Ask your local display jobber. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 























PLAN AHEAD!? 


Due to Wartime conditions, we suggest that you plan your promotions a 
little earlier than usual, as it will be impossible for us to take care of your 
requirements on short notice. 


Thanks for Your Cooperation 


VICTOR HAIDA DISPLAYS, INC. 


149 W. 24th ST.—NEW YORK 
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For EASTER 



































CHICK PANEL 


Processed 3 Colors 
SIZE 48°. Wide x 84” Long 













One of the many striking designs contained 
n our new display folio 
Write for vour Free Copy 






BULKLEY, DUNTON & CO. 


Display Papers Division 


NEW YORK—295 MADISON AVE. 
CHICAGO—2635 S. WABASH AVE. 














NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 









For complete information and sample (color 
selected should be same as in present carpet, 


or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 





















MANNEQUINS 
4, MILEO 


Creator Since 1900 







A complete line of merchandising 
mannequins. Men, Women, Misses, 
Teen-Age and Children. Write today 
for photos of this outstanding group. 


7 West 36 St. fe" 2" * New York 
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|.A.D. M. News 


By JOHN L. KING, Managing Director 
Washington 


Floor plans for the 1942 convention in St. 
Louis were mailed Saturday, March 7. 
To convey to you the spirit in which these 


on 


exhibits are being made, I quote a foreword 
from the cover page of our invitation to ex- 
hibitors, which is entitled “Display For Vic- 
tory.” “Because it is our duty to ‘carry on’ 
and to acquaint our industry with the im- 
proved essentials of display, designed from 
materials not necessary to national defense; 
and because display must stimulate and 
build the morale of our people by keeping 
‘Thumbs-up,’ we cordially invite you to join 
Clinic Exhibition, both of 
to America first 


our and 


will 


us in 


which be geared an 

program.” 
Our display 

with our spirit of patriotism, have enlisted 


their support to such an extent that the suc- 


manufacturers, cooperating 


cess of our exhibit seems assured in our 
first day's sales. 
Last year’s sales on the first day that 


floor plans were distributed exceeded any- 
thing that ever happened in the history of 
the I. A. D. M. with a total of $3,700 for the 
one day. This vear’s first day have 
exceeded those of last vear. So we are off 
to a running start towards the promotion of 
what will be the greatest display convention 
in history this, that this con- 
vention will make history. Our forces, in- 
loyal manufacturers, distributors, 


sales 


meaning by 


cluding 


and displaymen alike, are all out for vic- 
tory. One for all and all for one. 
We intend to fill the gaps left by the in- 


ability of our government to coordinate its 
display efforts so that we will definitely stim- 


ulate morale and “Keep’Em Buying’ —which 
is the best way we know to “Keep ’Em 
Flying.” Display has been waiting for a 
definite call from Unele Sam. offering us 
an opportunity to serve our country. 
Teddy Roosevelt, as you will remember, 
did not wait to be ordered to organize his 
famous “Rough Riders.” He just went out 
and organized them. The I. A. D. M. like- 


wise calls today on everyone connected with 
the display profession to support this move- 
ment with everything it has. 

that some of our manufacturers 


It is true 
have a great deal of their facilities devoted 
to outright defense work. On the other 


hand, others of our manufacturers are 


doubling the size of their plants and open- 
rooms in anticipation of 


ing up new show 


the biggest vear in sales that we have ever 


seen. 

Now is a poor time to retreat, as so far 
we have not even started to fight! I do 
implore those connected with the display 


manufacturing industry to keep their chins 
up; don’t be faint hearted and please follow 


the example of those enterprising exhibitors 


who have already designated their intention 
to be in St. Louis when the roll is called 
in June. 

The I. A. D. M. has just appointed Les 
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Janes, display manager for Sears, Roeiuck 
& Co., Chicago, as chairman of a comm:ttee 
to keep contact with our government and 
coordinate display activities on numerous de 
fense measures. This is just one step i) 
right direction. 

Anyone who has seen the set of “We, the 
People, at War” windows designed by \\. L 
Stensgaard’s organization, or have even 
the photographs of them as they appear 
last month’s DISPLAY WORLD, should 
be enthused the possibilities 
assisting our government at a time of war 
There are very few if any display manuiac- 


over Ol 


turers today who are not showing numerous 
defense items in their line. 


An indication of closer cooperation from 
display clubs throughout the country is 
communication from Roy 


be seen in a 
Stewart, director of the I. A. D. M. and 
display manager of Barker Brothers, Los 
Angeles, who has contacted display head- 


quarters this month for enough application 
blanks for memberships to obtain a charter 
in the I. A. D. M. for the Los Angeles club 


Revamping of our program committees 
has named Joseph Chadwick, Famous-Bart 
Company, St. Louis, chairman the 
Manutacturer’s Research committee. Wi 
expect to be hearing from Chadwick ver) 
soon and believe that we can promise som 
real development and aid to the manutac- 
turers through this committee. Past-presi 
dent W. L. Stensgaard has been practically 
helpful and interested in this development 

Robert O. Commonwealth-Edi- 
son Company, Chicago, also an I. A. D. M 
director, has accepted an appointment 
chairman of the Utilities Group and | 
sure that vou can count on him to be d 


as Oo! 


Johnson, 





things before long. 


Charles E. Lenhart, Hochschild, Kohn & 
Co., Baltimore, also an I. A. D. M. directo! 
is our very new chairman on local clu! 
activities. Lenhart will have some ver) 


teresting developments to report in the nea 
future. 

Claude Delo Adam, formerly of Oklahoma 
City, is now with Fishman’s, Inc., Elizabetl 
N. J., and recently accepted an appointment 
as chairman of our Department Store Re 
search group and promises results. 


George G. Fero, United Drug Com 
Boston, chairman of our Drug Store Rk 
search group reports that he is making 

: 4 a 1 
survey on drug store displays and will las 


the results ready for publication shortl 
\. H. Hukenbeck, chairman of our Har 


ware Research group, reports progress 


It has taken quite a while to start 
ball rolling. In some cases it has reé 
reappointment of chairmen to get re 
but I believe that we are now underwa) 
for a real program of development ot t 
that will be very advantageous to the dis 


playman. 





















and 
Los 
ead- 


ition 


arter 
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-playmen are the salt of the earth. They 


at alled on daily to convey messages to 
t] ublic by dramatic methods. They are 
calcd on to plan and work out the most 
diticult of psychological problems. They 


eal with the mental reactions of their cus- 
They maneuver with mass psychol- 
ogy. and as long as they can produce re- 
sults for the retailers they are tops. But 
when the time that they can no 
longer produce the unusual—when their dis- 
plays lack that famous touch, they are fin- 


) S. 


comes 


ished 

Some of the finest men of our profession 
undoubtedly slipped by this familiar 
The time came when 
they could no longer produce as they used 
to and then came the time when they could 
no longer find employment. They who had 
been the salt of the earth were poverty 
stricken. They who had taken care of the 
most vital problems of all advertising were 
reduced in circumstances. This is not a 
pleasant story, but it is a condition that has 
existed among our members. 
time when the trends of 
the century change and display must change, 
too. Newer and younger men are entering 


have 


route of going stale. 


There comes a 


the field fresh from the colleges and schools, 
filled with the latest merchandising ideas, 
advertising methods, and instruction which 
deals with the latest designs and the birth 
of substitutes for antiquated materials. The 
displayman is aging daily and if he fails to 
be able to progress rapidly enough for his 
store management he retirement and 
unemployment. 

Now I have been promised by one of our 
number made his money in the 
display business and who is sincerely inter- 


faces 


who. has 


ested in the few of our associates who have 
been unfortunate and who do need a helping 
hand, that in order to establish a home for 
unsuccessful displaymen circum- 
stances would warrant such assistance, they 
are willing to match any other party with 
a donation up to $5,000. 


whi se 


We have an idea; we have a generous 
supporter; we have unfortunate displaymen 
and I venture to say the display industry 
has more ingenuity than any other similar 
group on earth. You are all dreamers; you 
are all thinkers; you are all promoters; so 
think what can be done to start this project. 
We will need a chairman for a planning 
committee, but we work to 
do, so think hard. 

Who is the man to head this home com- 
mittee? He must be How 
should this committee be formed, under the 
guidance of the I. A. D. M. or as a 
arate body? 
ball rolling ? 


have a great 


aggressive. 


sep- 
What can be done to start the 


Your good deed for the day is to utilize 
that brain of for charity. Let me 
have your suggestions and ideas. Remem- 
ber this is a bona fide offer and $5,000 is a 
nice-size nest egg. 


yours 


A single suggestion on 
this may be the finest thing that you will 
ever be able to do; write to me at 402 Eve- 
ning Star building, Washington, D. C. 

A quiz contest is to be one of the features 
ol the program arranged for the I. A. D. M. 
National convention to be held at the Hotel 
Jefferson, St. Louis, June 27-July 3. Dis- 
pla people throughout the country are in- 
Vite’ to participate in the contest and in the 
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cArresting —The Green 


Mirror Flexglass front 
with curved Lustragold 


Mirror around the show 
window makes peoplelook 
and buy. The Cecile Mil- 
linery Shop, Philadelphia. 
Architect— Angelo Bisenz 





cA colored Flexglass front will attract cus- 


tomers to your store! This sparkling new 
decoration adds distinction, gets the attention 
that stops passers-by and brings them in to 
buy. Remodel with Flexglass and have the 


most modern store front in town. 


Flexglass is made up of small sparkling 
rectangles of real glass mounted on a flexible 
fabric. It is absolutely waTeRPROoF and 
WEATHERPROOF. Requires no maintenance. 


Economical to use. No structural changes 
are required. Flexglass can be quickly and 
easily applied to any hard surface—flat, con- 
cave, OF convex, 


BTL Igg 


The Glass That Bends * 


Se 


45 


Inside your store Flexglass can transform 
walls, ceilings. panels, fixtures, and columns 
into objects of shimmering beauty. Choose 
from 30 lovely colors and four types: (1) Mir- 
ror (2) Opaque (3) Dewdrop (4) Metallic. 


Ask your architect or one of 62 distributors, 
located in principal cities, about Flexglass. 
Send for color ecard and folder. 

Flexglass and Flexwood are manufactured 


and marketed by The Mengel Co., Louisville, 
Ky.. and United States Plywood Corporation. 


Available Now... No Priorities! 








* 
Now beautiful natural wood Backgrounds at low cost 
The background for your merehandise can have the warm 
richness of fine wood with Flexwood . . genuine wood 
cloth-backed. Strong and durable, vet bends around a penesl 
Ouick and inexpensive to install. Send for information 
—— ia ——— 


UNITED STATES PLYWOOD GCOBP. 105 Park avenue + New York, ». ¥. 





MORE POPULAR THAN EVER 


“TECHNICOLOR” 
BACKGROUND PAPER 


Flat Paper in Rolls—36" Wide 
Plain Dullcoat Colors as well 
as Decorated Display Numbers 


FOUR LIVE WIRE PATRIOTIC FEATURES 


(A Beautiful Paper “Wall” Flag 36”’x60” 
in Realistic Flowing Wave Appearance) 
PC and F Papers Sold by Over 350 Jobbers 
in U. S. A., Hawaii and Canada 


PAPER CONVERTING AND FINISHING CO. 


1228 W. Kinzie Street Chicago 





ORIGINATORS OF LOOSE 


LAWN GRASS 
FOR WINDOW FLOORINGS! 


Dyed to match your color schemes. 
from soft wood turnings. 


ONE BAG COVERS APPROXI- 
MATELY 75 SQUARE FEET 
We also specialize in Dyed Sand, Marble 

Chips and Cork Chips. 
Write Us for FREE Samples and Price List 


BONAFIDE DISPLAY AND 
DECORATIVE CoO. 
655 Sixth Avenue New York City 


Made 














PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 





HERE’S BETTER 
PROTECTION 
from SUN FADING 


k u —, 
cae ai with oe 
CALIFORNIA “/ ||| 


Transparent 
SUN SHADES 


Don’t risk sun damage to merchandise 
Use our tested, 








and display fixtures! 


more transparent sun shades, to protect 
your displays from the harmful actinic 
rays that fade and discolor. 


WRITE TODAY for descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 


FFECT OF LEATHE 


. . Price of Paper 


WITH 
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A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.50 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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The theme 
show 


program during the convention. 
of the 1942 educational display 
will be, “College of Display Knowledge.” 
This year the convention program will be 
an interesting, fast-moving radio type show 


big 


with an outstanding commentator as master 
This M. C. will try to stump 
with hard-hitting, educational 
lighting, and 
management, submitted by the 
display field. Experts from all sections of 
the country will include 
\be Feder on lighting, Norman Bel Geddes 
on design, Frank M. Mayfield on manage- 
ment, and outstanding display authorities. 
invited to 
display 


of ceremonies 
the experts 
design, 


questions on color, 


members of 


such notables as 


Displaymen and women are 
send 
to be 


perts. 


problems on 
answered at the “College” by the ex- 
One dollar will be paid to the sender 
If the experts can't 


in questions or 


for each question used. 
receive $2 addi- 
tional. the an- 
swers) should be sent now to the 1942 pro- 
chairman, Mrs. 
director, Scruggs-Vandervoort-Barney, 


sender will 
(with 


answer it, the 
Questions correct 


gram Grace Everest, dis- 
play 
Inc., St. Louis 

\nother innovation in this year’s program 
will be the awarding of sheepskins to those 
who attend all three of the morning sessions 
10 a. m. to 1 p. m. on Monday, Tues- 


and Wednesday during the convention. 


from 
day 
Firm Specializes In 
Motion Equipment 

The effects of the priorities situation on 
motion display mechanisms of all sorts was 
anticipated long in advance, according to 
Larry Hull, HC Equipment Company, with 
the result that the firm worked out a rental 
this type. The 
street, New 


service for equipment of 


firm, located at 5 Great Jones 


— 


of Commerce, based on the theme: “Americanism is your birthright; protect it!" 
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ranging fror 

display book 
turntables, 

units. Liter; 


York City, offers units 
twelve-page mechanical 
special lighting controls, 
triangular, three-display 
is available. 





New Stensgaard Literature 
Is Now Available 


A number of new developments by \\ 
Stensgaard & Inc., 346 N 
Justine avenue, discusse: 
literature now 
brochure with “Baby Mine” pri 
tional material, including giant “Du 
baby rattles, a mechanical baby on a r 
basis, “Comuras” and other decorative n 
rial with a baby theme. Another 
with structural display papers in 
white oak, antique red oak, \ 
red brick, and flagstone finishes 
third novel birds and_ rabbits 
papier mache. An elaborate brochure now 
on the press deals with Stensgaard’s 
American Displays.” 


Associates, 
Chicago, are 
available on request. 


deals 


Cire 
deals 
tique 
birch, 
shows 


~ Pan 





$200 In Cash Prizes 


In Camp Contest 

S. H. Camp & Co., Jackson, Mich., is 
awarding $200 in cash prizes for the best 
displays entered in a contest sponsored by 
the company in connection with National 
Posture week. Full details can be obtained 
from the company. Judges of the contest 
will be Joseph McCann, S. Kann 
Company, Washington, president of the In- 
ternational Association of Display Men; 
Joseph Apolinsky, Loveman, Joseph & Loeb, 
Birmingham, and Aubrey Maley, The 
Broadway-Hollywood, Hollywood. 


Sons 


xan bre 


—Cincinnati displaymen competed recently in a local contest sponsored by the Junior Chamber 


In the photo- 


graph above, presentation of the first prize—a Rookwood pottery plaque—is made to Andrew 


Matzer, Rollman & Sons Company. 


Left to right, Irwin Klein, Jr., chairman of the contest, 
Matzer, R. C. Kash, editor, DISPLAY WORLD, and Judge Elmer Hunsicker. 


A similar plaque 


was awarded to Cogswell Cromwell, H. & S. Pogue Company, second prize winner— 





is 
best 
by 
mal 
ned 
itest 
yOns 
In- 
fen; 
oeb, 
The 


nber 
joto- 
Jrew 
test, 
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Blackout Bulb 


js Announced 
signed for blackout lighting during ait 
the new Blackout bulb just announced 
Vabash Appliance Corporation, Brook- 
rrovides downlighting in a soft beam oi 
bl ight that is said to be safe for indoor 
lity during blackouts. The 25-watt 
bulb is lined inside with a silver reflector 
that hides filament glare and projects 
the light downward. Light leaks are pre- 
vented by a black silicate coating that covers 
the bulb up to the extreme lighting end, 
which is a deep blue. 


Northrop Heads Display 

For Bradley's 

J. P. Northrop has been appointed display 
and advertising manager for Bradley's De- 
partment Store, Bradenton, Fla. He was 
formerly display manager for Fishman’s, 
Inc., Elizabeth, N. J., and for the same 
firm's store, Brook’s, in New Brunswick, 
N. J. Prior to that time he was with R. H 
Macy & Co., New York City, and the J. L. 
Hudson Company, Detroit. 


Lamont a Wins 
Display Contest 


First prize of $50 in the “Stoneface” win 
dow display contest sponsored by Barron- 
Anderson, Boston, has been awarded to La- 
mont A. Ware, Watt & Shand, Lancaster, 
Pa. Second and third prize winners were, 
respectively: Harry Winchester, Max Adler 
Company, South Bend, and Bert Baird, The 
System Company, Holyoke, Mass. 





Packaging Catalog 
Is Released 

The 1942 issue of the Packaging Catalog 
has just been released. Consisting of 638 
pages, classified into seventeen sections, the 
publication answers the packaging questions 
of many industries. While primarily de 
signed for the packaging trade, many of the 
products shown are of interest to the dis 
play field as well. More details can be ob 
tained from Packaging Catalog, 122 East 
42nd street, New York City. 


Sales Promotion ‘en 
ls New Post For Tenney 


Charles H. Tenney, for the past twelve 
years in charge of display for The Dalton 
Company, Baton Rouge, has joined Rosen 
field's, of the same city, as sales promotion 
manager. 


Ambrose Heads Display 
For Chandler's 

H. KE. Ambrose has been named display 
director for Chandler & Co., Boston, follow 
ing the resignation of Charles Crawley. 
Ambrose was first assistant at Chandler's 
for several years. 


Return From Vacation 
In Florida 

Frank Whitelam, R. H. Fyfe & Co., and 
Mrs Whitelam returned to Detroit recently 
alter a vacation in Florida. Also from De- 
troit big = Toll, Sam’s Department Store, 


and \Vy 
and Mrs. Toll omen several weeks in Florida 
this winter. 
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Art Poster Board 
100 Series 
Process Board i 
Out-Dor Board eH a 
Illustration Board Fé | 
Mat Board ae) Gn 
V-Neer Finish anil oe 
Cut Letter Sign Board i $3 
Display Blanks 3 $8 
Melton Mounts 
V-Neer Menu Cover 
Mounting Board 
/| Crescent Bristol 





ee 








CRESCENT 


Quolily 
BOARDS 





































SEND FOR SAMPLES 


L Product 





CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. 


CHICAGO, ILLINOIS 





Sotd by Leading Dealers - Coast -to-Coast / 
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NU WAY TO DISPLAY TROUSERS 


eCustomers’ Self- Pay 
Help Display x & 
eMore Efficient r 


eLabor Saving f THE DOUBLE 
Holds the trousers HOOK REMOVABLE 
smoothly in perfect o- ff TROUSER HANGER 


der on racks or in cabi- 

nets, creating orderly display at all times. All inquiries will 
receive prompt attention. 

Nu-Way Trouser Hangers can be used on single or double 
racks, wall cases, shelving space, revolving cabinets or floor 
panel cabinets. Let us solve your trouser display problem. 





Patent No. 2,087,149 7/13/37 (38) 





Pa 


EXCLUSIVE NU-WAY (¢ \ 
SPECIALTIES | f 


SLACK SUIT HANGERS—Very popu- 
lar. Permits hanging of the slack 





suit full length. Makes a neat dis- oa 
play and quickens selling. \ 


SKIRT HANGERS—Will 


improve the 


appearance of your skirt department. 


Can be used on any size hang rails 


or floor racks. 


METAL SIZE DIVIDERS — Big selling | 
help for bulk displayed merchandise. } 
Removable celluloid numerals. Pay } 
for themselves. 








EE = 


Write for Illustrated Folder and Price List 


NU-WAY FIXTURE FACTORY, 424 2nd St., Santa Rosa, California 
















































DISPLAY WORLD 





THE PLAY WORLD 
by ‘Barbara °Baer 


Music, lights, curtain! The glamour ot 
the theatre, the thrill of bold paint in strong 
lines, the tinkle of glasses in a softly shad- 
owed room, fantasy and tact, the green leaf, 
the broad ribbon, sequins and velvets, the 
chandelier and the mirror 
derived trom the art of 


elements of 
display art 
the theatre, the museum, the entertainment 
world, and the decorator’s art and pre- 
sented here briefly each month in kaleido- 
scopic review and in an attempt to list the 
things displaymen can't afford to miss. 


4 * * 


THEATRE 

Top billing goes to Harry Horner, new 
scenic design genius who has scored three 
direct hits with his sets for the current 
“Lets Face It,” “Lady In The Dark,” and 
“Banjo Eyes.” Horner has done a few dis- 
plays himself and says many displays today 
are first-rate theatre and complains that 
\mericans are too specialized—more dis- 
playmen should design for the theatre and 
vice-versa. 

Best known tor his departures from real- 
ity, his circus scene for “Lady In The Dark” 
will make theatre history. This scene, de- 
spite the traditional canvas-striped tents, 
barrels, and long handled whips, has a 
bizarre Byzantine touch, emphasized by tas- 
seled cords and Oriental costuming. This 
scene, incidentally, contains the two unfor- 
gettable songs, “Jenny” and Danny Kaye's 
“Tchaikowsky.” 

Eddie Cantor's latest vehicle, “Banjo 
Eves,” also makes use of the land of dreams 
and here again Horner is very much at 
home in the surrealistic beauty of the 
“dream pasture” scene. Here, Erwin, poet 
of the Carver Greeting Card Company, 
meets the race horses in his sleep. The 
pasture is a place of dark, willowy trees 
with phosphorescent leaves shining greenly 


in the night. In the background stretch 
the mountain ranges of imagination’s pas- 
tures. <All this has been achieved with 


skillfully painted flats and a clever use of 
white outlining. 

See “Banjo Eyes” just for the scene at 
the grandstand in Belmont Park. A vast 
crowd has been painted here on the back- 
drop in pastel pinks, vellow, and greens. 
The last two rows of chorus boys and girls 
are costumed in the same pastels and seem 
to merge with the painted crowd in the 
painted grandstand. 

In the season’s other musical comedy hit, 
“Let's Face It,” the most original note is 
the curtain between the acts—a flag as large 
as the stage with soldier's barracks in place 
of the forty-eight stars and little marching 
draftees making their way along the stripes. 
Another innovation in this show are the 
vellow and white, green and white, and red 
and white curving wall board valances that 
frame each scene. For a road house scene 
displaymen might also note the blue and 
red lights strung across the stage. Hor- 
ner’s use of color ts very deft here and the 


lemon-yellow curtain is something to store 
in mind as a background color for black 
and white clothes. 

Just to let his admiring public know he 
still can design for theatre other than 
musicals, Horner has done the scenes for 
another current hit, the touching play about 
the little Winfield theatre in London which 
kept open, alone of all the houses in London, 
during the terrible blitz of 1940. The play 
is called “Heart of a City;” see it for the 
backdrop curtain worthy ot Horner’s best 
musical comedy efforts. Of pink fabric, it 
forms the background to a chorus number 
in which the girls are costumed in mauve. 
Giant chorus girl legs are etched in silver 
sequins and topped by large real red bows. 
The setting for the field of a bomber station 
is first rate drama in which abstract air- 
plane shapes loom out of the darkness as 
silent sentinels. 

As DISPLAY WORLD goes to press, the 
Boston Comic Opera Company is running 
through its repertoire at the St. James 
Theatre and “The Gondoliers” is scheduled 
for this month. If it is as good as the pro- 
duction of “The Pirates of Penzance,” it is 
to be recommended highly to displaymen for 
its delightful costuming which makes use 
of props such as gay white net parasols 
painted with large colortul flowers, and for 
its authentic Victorian sets. 

Finally a displayman’s review ot Broad- 
way this month would hardly be adequate 
without some mention of Feder’s lighting of 
Lemuel Ayer’s sets for the mystery thriller, 
“Angel Street.” A musty, cluttered interior 
in the first act is made a first-class hair- 
raiser by ingenious lighting. “Angel Street” 
is a powerful tribute to the uses of profes- 
sional lighting. 


DECORATING 

William Pahlmann, Lord & Taylor head 
of the interior decorating department, has 
done another set of exquisite rooms, this 
time Peruvian in derivation. See the room 
called “White Tie in the Jungle” for the 
manner in which a painting of Camilo Blas 
has been inset in the wall (of Cusco blue, a 
blue sharp as the bright sky of that coun- 
trv) and lit with neon lights by Feder, and 
for the curvilinear walls of whitewashed 
split bamboo. See the room named after 
Peru's liberator, “Music and Simon Boli- 
var’ for its colors inspired by an Indian's 
poncho. See the bedroom called “Geran- 
iums and La Perrichol” (because the grill 
is taken from the Perricholi palace in Lima 
and because the bright cheerful flower, so 
abundant in South American countries, in- 
spired the tone of the room) for its iron 
bed-stead brought up to date with paint. 
Mark down the sophisticated drawing room, 
“The Ladies of Lima Receive,” for its use 
of the various styles that represent the poly- 
glot influences of the many nationalities 
that participated in the nineteenth century 
Peruvian capitol, and for the Aubusson 
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Bessarabian rug, the Empire fender, 

Directoire clock, and the rococco gilt cha 
And finally don’t forget the dining ro 
“Angels After Pizzarro,” for the master 
echoing of the red robe on a painting 
an eighteenth century angel in a harleg 
patterned floor design of red and grays. 


DECOR WHILE DINING 


From officers to debutantes, anyone s 
at the Hotel Pierre’s beautiful new Cotilli 
room is bound to be happy, but displaym. 
will be in a seventh heaven. The pla 
is a gold mine for ideas, from the wh 
balcony and white bandstand finished 
in scroll patterns borrowed from the 
chestra’s string section to the fluoresc 
lighting that illuminates each white leathe: 
chair and table. All this white, as well as 
the white plaster lamps, is set against an 
ultramarine wall and long red and whit 
striped drapes. The room, a great oval, has 
a mural (Americana in mood) at each end 
and the waiters are in crimson breeches 
and tails to recapture the splendid air 
ot the Nineties. The lounge (also oval) 
has four murals done with such authentic 
early American simplicity that it is a shock 
to discover that they portray today’s East 
river drive, including such modern land- 
marks as Hellgate, Welfare island, and the 
Doctor's hospital. The chandelier, here, is 
of wood, carved in an airy manner and 
painted white. The Cotillion room was de- 
signed by Samuel A. Marx, Chicagoan re- 
sponsible for the popular Pump room. Bon- 
wit Teller’s recent luncheon fashion show, 
“Spring Parade,” was set in this room at 
the Pierre. 

On a much more modest scale but equally 
fashionable and very charming is_ the 
Baroque, little continental restaurant on 
East 53rd. street. Imagine a Manhattan 
doorway draped in gay yellow, green, and 
white striped material. That's what the 
Baroque’s designer has done, but in plaster 
The name also is written in flowing plaster 
letters. Within, a long narrow room sweeps 
the eye up carpeted steps, past a shrimp- 
pink vista to a thick-glassed window, cur- 
tained in chartreuse. Plum colored chair 
seats are a dramatic note against the white 
linen, and the whole effect is pleasantly 
softened by clever lighting. 


ON EXHIBITION 


The Museum of Modern Art is showing 
sketches in gouache, watercolor, and pen- 
cil, and photographs by the soldier-artists 
of Fort Custer. Showing all phases of 
Army lite, subject matter ranges from win- 
ter blizzards to spring rains. This fresh, 
authentic talent is interesting to civilians 
as well as service men and department 
stores might well serve as patrons to neat 
by camps, using the results as focal sketches 
and paintings in displays. 

Opening in New York this month its the 
most comprehensive exhibit of the work ot 
the French’ primitive, Henri 
Critics who saw the show at the Chicag 
Art Institute in February are beginning to 
say Rousseau was not so much of a prim! 
tive, after all. “Tiger Hunt” and “Spring 
in the Valley of the Bievere,” two late: 
works, show that at the age of 40 th 
painter had retired to study deeply an 


Rousseat 
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| divorced the linearism of folk art. But 
spontaneity and originality of approach 
always present. Display directors with 
ivorite prop will enjoy the way Rous- 

brings the beautiful red plush sofa 

im his living room into the heart of his 

ngle paintings! 
Last September, the Museum of Modern 
exhibited the prize winning pieces in 
Industrial Design competition for home 
immishings. Simultaneously, twelve stores 
throughout the country placed on sale the 
manutactured reproductions and_ featured 
these organic designs in advertisements and 
vindow displays. The Museum of Modern 
\rts exhibit will be shown at the Baltimore 
Museum of Art this month. 
Display Company Closes; 
Entire Staff Goes To War 

David Karnofsky has announced the sus- 
pension of manufacturing activities for Cor- 
rugated Textiles Company, 100 Perry street, 
Buffalo, for the duration of the war. The 
company’s entire staff has decided to join 
the armed forces, according to Karnofsky, 
but as soon as the war is over the firm will 
resume the manufacture of “Ruffl-Cor” and 
other display products on which patents are 
pending. 


Mass Production Basis 
For ''Stylo-Plastic"’ 

The Stylo-Plastic Manufacturing Com- 
pany, 34 East 29th street, New York City, 
is now producing its three-dimensional fluid 
plastic on a mass production basis and has 
reduced its price accordingly. The material 
is used for lettering, with thicknesses up 
to % inch being possible, ornamental designs 
and decorations. It can be used on paper, 
wood, glass, fabrics, and many other mate- 
rials. “Stylo-Plastic’ is now packed in 


] 
| 


lass jar containers. 


o 


Co-Operative Brochure 
Describes Services 

\n interesting and informative booklet 
describing the company’s manufacturing 
set-up and services in detail has been r 
leased by Co-Operative Displays, Inc., 333 
East Eighth street, Cincinnati. The form 
in which it is arranged is of particular in- 
terest just now, when so many display stu- 


e- 


dios are concerned with presenting similar 
tacts about their organization in order to 
obtain war orders. 
Non-Priority Materials 
Used For Display 

i Display materials of a non-defense and 
s non-priority nature are being produced by 

Bonafide Display & Decorative Com- 
pany, 655 Sixth avenue, New York City. 
s \mong.the products are loose grass mats 
made from soft wood turnings, dyed sand, 
and marble and cork chips with many 
uses. Samples will be sent on request. 


Silk Screen Sales 
Headed By Tauber 

Herman J. Tauber has been appointed 
vice-president in charge of silk screen sales 
tor the Gruber Display Company, 205 West 
I%t! street, New York City. 
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For SIGNS. LETTERING. and ARTISTIC DECORATION 
AT LAST Everybody Can Afford to Use 


STY LO-PLASTIC 


the sensational non-toxic three-dimensional fluid plastic 
NOW IN GLASS JARS 


Available in eight brilliant colors—Chinese red, royal blue. ivory. green, 
vellow. purple. black, brown. @ Dull and glossy effects obtainable. 
@ Dries quickly. Can be applied on glass. wood, crockery, paper. card 
board. fabrics. ete. @ Ideal for display artists, sign writers, art schools, ete. 


STYLO-PLASTIC Hobby Kits (three colors of your choice) are wonder- 
ful gifts for gifted children. 


Increased Demand for 


STYLO-PLASTIC 


Brought Mass Production—And Mass Production Brought 


REDUCED PRICES 


Complete Hobby Kit, including Three 3-0z. Jars $1.59 
(Colors of your choice) 
6-0z. Jar $0.80 12-oz. Jar $1.25 (formerly $3.50) 


All Prices F.O.B. Factory 


STYLO-PLASTIC MANUFACTURING CO. 
34 EAST 29TH ST. Tel. Mu. 5-0356 NEW YORK CITY 


























sure shopper-stoppers 
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DISPLAYS 


/ FROM 
/ WALT DISNEY'S 

STOP GUESSING ABOUT COLORS, GET LATEST 

: SMASH HIT 
FREE fy COLOR : 
Gwe’ CHarts 

AIRBRUSHED WITH ACTUAL COLORS DS—DUMBO PANEL 

See Paasche high quality colors just as they 2 TF 


will appear when you use them. Every color 
is shown in the full true intensity, chroma and 
texture. Tints are shown as well. Paasche 


White Reyboard 
Processed Eight 


colors are ground superfine for airbrush use, : Different Colors 
but smooth flowing quality make them ideal . 
for pen and brush, too. Get a set of charts for D7—DUMBO CUT-OUT AC a" ais 
ready reference and guide to buying. Check 20” High 4b ey a 
charts desired, clip ad to letterhead or paste J 1g 7 ih \ | 
to postcard—send today. They're Free. Heavy Display Board eG 
[} SHOWCARD COLORS (|) LIQUID WATER COL. Easel Back wey 
() ALCOHOL COLORS POWDER COLORS Pp d Six Col ———— 
_) WEATHER RESIST. C. —) MOIST WATER COL. a a 
|) REPRODUCTION C. _] REPRO. GRAYS 2 , 
2 a 
QD sche Kirbuusk be. , >» D6—TIMOTHY & MOUSE 
1911 DIVERSEY PARKWAY CHICAGO, ILL. > 20” High 
In Canada: The Hughes Owens Co., Ltd., Montreal _ 
The Art Metropole Co., Ltd., Toronto Heavy Display Board 
Easel Back 








Processed Six Colors 


“FLAME-GLO” WALT DISNEY PRODUCTIONS 


FLUORESCENT PAINT Buy Them From Your Wholesaler 
Many Vivid Colors. Write for Details. The REYBURN MANUFACTURING cO., Inc. 


PHILADELPHIA, PA. 
Willow Ave. & 135 St. Showrooms: New York—Chicago 
FLAME-GLO CO. Inc. NeW’ fone “City 
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With Emphasis On Patriotism 
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—Typical of many patriotic displays received by DISPLAY WORLD within 
the past few weeks are these, ranging from settings for the Red Cross to 
appeals for the purchase of defense stamps and bonds. . . . Left column, 
top, a window based on Liberty Loan posters from the first World War; 


by Arthur Gray, Lansburgh & Brother, Washington. . . . Center, B. L. 


Taylor created this display for Sears, Roebuck & Co., South Bend; a real 
sand bag embankment was used outside the window, while inside were 
barbwire entanglements, shattered buildings, and a machine gun nest. 














. Below, by William Parnum, British Columbia Electric Railway Com- 
pany, Vancouver; posters from Britain are featured. . . . Right column, 
top, by C. G. Woelky, D. A. Schulte, Inc., New York City; the two cups 
in the window are awards which will be made to Schulte stores selling 
the most defense bonds and stamps. .. . Center, a display from Welling- 
ton, N. Z., one of the winners in a local contest sponsored there by C. H. 
Andrews. . . . Below, a Red Cross setting by Everett Quintrell, Elder & 

Johnston Company, Dayton, Ohio— 





» 
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THALHIMERS' CENTURAMA 
[Continued from page 7] 

carpet for all the floorings, 
| shavings substituted, 
to complete the decorative scheme. 

\Ve learned several important things from 


ising new 


were dyed a 


experience : 


It cost us no more to run our opening 
a theatrical opening, with all its dra- 
tic results. 

2. We 
running the “teaser” 
week before our big opening. 

3. We found that the 
coral curtains did a great deal in drawing 


} 


ne 


received inestimable benefit from 


bank of windows one 


highly colortul 
attention to our store and eliminating t 
“dead created 
gray curtains were closed. 
4. We 
nation between merchandising, advertising, 
and display benefited three 
divisions tremendously. 


spots” when our normally 


discovered that complete coordi- 


each of these 


5. We found that our theme song gave us 
a new handle on which to pin our complete 
show. 

In other words, we tried to use the tech- 
show business in. planning and 
staging Thalhimers’ Centurama, and we 
learned that it works most effectively. 


nique of 


Chicago Display Club 
Holds Defense Meeting 
The principal theme of the March 2 meet- 
ing of the Chicago Display 
place of display in the defense effort. The 
held at the Hotel Sherman, 
with about seventy members present. 
President Jack Pollari, Madigan Brothers, 
introduced members of the club's program 


Club was the 


session was 


committee, who in turn explained the vari- 
ous events planned tor the club's entertain- 
ment and education during the coming year 
Included were plans for group participation 
in bowling tournaments, golf matches, and 
other sports in which members are in- 
terested. 

The two speakers at the meeting were A 
Civilian 
Defense Council, who urged the group's co- 


Larsen, member of the Chicago 


operation in the local defense effort, and R. 
C. Kash, editor, DISPLAY WORLD, who 
spoke on “The Place of Display in an All- 
Out War.” 

Refreshments were served after the meet- 
ing 





Designers For Industry 
President Changes Name 


Charles H. Oppenheimer, president, De- 
signers for Industry, Inc., 426 Terminal 
tower, Cleveland, has legally changed his 


name to Charles H. Standish. He is well 
known in the display field. 











Don’t forget—send in your news 
items about all happenings in the dis- 
Play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 


a 
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Westinghouse Mazda Lamp 
Window Display Program 

In step with the nation’s war efforts, spe- 
cial items featuring national defense mark 


the 1942 window display program to help 


merchandise Westinghouse Mazda lamps, 
recently announced by the advertising and 
sales promotion department of the West- 


nghouse lamp division. The complete pro 


gram consists of thirty-six new selling aids 
from small counter posters to large 
display units. 

Outstanding is a window 
lined “Marks of Service,” 


island 
display head- 
showing tourteen 
emblems of the nation’s armed forces such 


as naval aviation, signal and tank 
\ttention is directed to the 


Westinghouse “Circle W" as an emblem ot 


corps 
COrps. also 
better lighting service. 
Much of the material offered to dealers 
This 
counters and 


is free of charge. includes display 


cards tor windows, decals, 
easel cards, window strips, counter spot pos- 


ters, and basket displays 


"Display Guide" Offers 
Practical Suggestions 


Fiity-three suggestions tor window and 


other displays are included in the new 


“Display Guide” just issued by Sherman 
Paper Products Corporation, Newton Upper 
Falls, Mass. 


settings with background and three-dimen 


Each idea shows seasonal 


sional properties of easy construction. The 
brochure also presents a wide range of illus- 
trated panels and roll design materials that 
include giant photomurals in color.  Sher- 
man’s new line of display materials has been 
paper Pictorial 
are available in smaller sizes and in lighter 


designed to save panels 


weight materials, with more economy to the 


buyer. Color corrugated has also been 
made available in rolls of shorter length 
Fishman's Adds New 
Display Department 

Fishman’s, of Elizabeth, and Brooks. of 


New Brunswick, N. J., 
ew display department to take care of the 
two stores’ 


have just installed a 


The enlarged de 
100 by 150 feet of floor 
fourth floor of Fishman’s, the 
Elizabeth. The added de 
partments are signs, construction and finish 


requirements 
partment occupies 
space on the 
central store in 


ing, painting and spraying, under the supet 
vision of R. E. Holmes. S. 
charge of window installation, and the entire 
department is directed by Delo 
\dam, who recently joined the organization 


Jacobs is in 
Claude 


to handle display and merchandise presenta 
tion, including store planning 


Marquardt Releases 
New Catalogues 

Howard F. Harter, Marquardt & Co., 75 
Spring street, New York City, announces a 
new display catalogue for spring and sum 
mer, 1942, copies of which will be sent thos« 
interested. Featured are three-dimensional 
paper sculpture units of all types created by 
Ugo Mochi, famous silhouettist. Also shown 
number of novel “Victory” papers, 
“Zebra Stripes,” ete. <A 
companion booklet shows color swatches of 
the firm's 107-inch “Wind-O-Width.” 


are a 


bamboo designs, 
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Siveccmamene DIS- 
PLAYMEN ARE LOOKING IN 
TO RETAIL REPORTING BU- 
REAU'S NEW SERVICE, OF- 
FERING PICTURES OF LEAD- 
ING NEW YORK WINDOW 
AND INTERIOR DISPLAYS 


In Full, Authentic 


COLOR 


AND IN 
PHOTOGRAPHY! 


For Complete Information 
Write Dept. D 


RETAIL REPORTING BUREAU 


171 MADISON AVENUE 
NEW YORK CITY 





| Make your displays live 


. . . with SpeedWay Motion 


Animate your displays with SpeedWay Motors 
and Mechanisms . . . farce attention, demon- 
strate and sell, multiply the effectiveness of 
your merchandise display, stage your specials 
on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and 
motion mechanisms, that will produce any 
motion or series of motions of any § ‘ 
that plug into any 115 V light circuit, can be 


» set up anywhere. 


Write for catalog of SpeedWay Display 
Motors of better still, send rough sketch and 
describe effect wanted. SpeedWay experts _ 
will tell you how to do it and the costs. 
























Veloursheen—Photo 
Murals—American Panel 
Crush Grain Leatherettes 
—Quiltsheen— 
Woodgrains—Seamless 
Background Papers 


Display Needs for Spring, Easter and Summer 
Manufactured by Bulkley, Dunton & Co. 


Distributed from Stock by 


GARRISON-WAGNER COMPANY 
1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams Street 











U. S. Patent 


an 
vss RUBBERLITE 


DISPLAY FORMS 


Your insurance against breakage, 
chipping and cracking. 


RUBBER. PRODUCTS, INC. 


CHICAGO - - NEW YORK 














NU-DISPLAYER 
USABLE A 1001 WAYS 
Fibre board finished 
with washable CLO- 
PAY COVERAY ... 4 Pc: Set 
Very Durable $19.50 
Sizes 20x30—10x20 in. 12 PC. 
SETS AVAILABLE $39.50 
PATRIOTIC Three Dimensional 
DIE CUT STARS—3 sizes—26x5 
in.—20x4 in.—14x3 in. 
RED, WHITE, BLUE 
CLOPAY COVERAY 


3 for $8 


Solid colors or two and 
three color combina- 
tions. 


NU-DISPLAY SPECIALTY CO. 


R-3 Harmont Ave., Canton, O. 
Illustrated folders sent on request 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 























AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 
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For many years C. H. Andrews has been one 
of the most important display factors in New 
Zealand. 


house in Wellington, as well as being a de- 


Operating a large display supply 


signer and producer of display equipment, 
\ndrews has taken a leading role in display 
“down under.” Since the second World War 
started, he has worked tirelessly to persuade 
his government to adopt a regular program 


| of display to sell the war effort to the public, 


as has been done in England and Australia. 
While his efforts have not been entirely 
successful as vet, he reports progress and 
is hopeful that the government's indifference 
to display can be changed to interest in the 


not too distant future 


Recently, as a part of his campaign, he 
conceived and carried out a local display 
contest with a patriotic theme which helped 
show the government what display can do in 
stimulating the public to further war effort. 


The first photograph shows Andrews, at 
the right, enjoying ‘six on the half shell” at 
2:30 a. m. at the Movie Ball, Wellington 


isplaymen In The News 












At the left is D. Caltey, technical adviser on 
the production of display equipment.  An- 
other member ot the Andrews’ organization, 
with the New Zealand expeditionary force, 
is wounded and in a hospital in Egypt. An 
drews’ brother-in-law is a prisoner of wat 
in Germany as a result of the battle 
rete. 

Perhaps the country’s leading display prize 
last vear, from the standpoint of value, was 
the de luxe Ford sedan won by J. Gurney 
Miller, display manager for Webb & Rogers, 
San Rafael, Calif. Having a delivered value 
in his state of $1,162.25, the automobile was 
offered as the grand prize in the Rexall drug 
stores window display contests for 1941, 
sponsored by the United Drug Company, 
Boston. According to George Fero, display 
manager for United, the photograph shows 
the presentation of the prize a few days 
before Christmas. From left to right are 
R. I. Crane, United Drug Company, sales 
manager, Pacific coast division; Gurney 
Miller, and Ralph H. Rogers, owner ot 
Webb & Rogers store. 


© J941 WINDOW DIS LAY CONT 
Paz 1942 FORD DELUKE SEDAN AWARD 


Webb & Rogers 





Pen 
YOUR ¢ hex tienes 
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y RLEXU-ACTION 


MOTION MECHANISMS 














Catalogue On Mouldings 





Day after day, working quietly and efficiently, 

FLEXO*ACTION units drive the nation's best 
animations. Carefully engineered, just like the 
Beaver's dam, they stand the test of time. 


ee _ TURNTABLES FOR 30 ‘ea 


1000 LB. LOADS Xi 
lias 


MERKLE-KORFF GEAR co 


GEARED MOTORS FOR XK Ay 
ee ee 








211 N. MORGAN ST 












BUTTRESS-BOARD 


in 
Concave--Convex--Woodgrain 


For beautiful columns and 
backgrounds 


In Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 


Distributors 
1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 











THAYER & CHANDLER AIRBRUSH 


Tor th the particular artist 


Send for Catalog $2 
THAYER & CHANDLER 


910 W.VAN BUREN ST., CHICAGO. ILL. 








COSTUME, PATRIOTIC, PERIOD and 


Latest Stlle WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 
ARRANJAYS WIGS 
32 West 20th St., Dept. D, New York City 








MANNEQUIN REFINISHING 


A new kind of service by an 
experienced mannequin artist. 

ALL _WORK DONE IN MY OWN STUDIO 

ping Cases Furnished—Freight Prepaid—No 

; s Ni B 1er Better Work Factory Finish 
Write. for Complete lof yrmation 


L.M. BRENAN “17 EAST 10TH ST. 


INDIANAPOLIS, IND. 























145 to 151 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 








NEW MODERN VALANCES 
Improves Displays 50% 
FREE FOLDER AND 

SAMPLES 
Priced as low as 50c ft. 

Jobbers & Salesmen Wanted 
CAMDEN ARTCRAFT CO. 

160 N. Wells St., Chicago 
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Released By Ames 

\mes Metal Moulding Company, Inc., 225 
East 144th street, New York City, calls at- 
tention to the full line of metal mouldings 
pictured and described in the firm's new 
l6-page catalogue. Copies are available 
request. 
LeSage Resigns Post 
At Marshall Field's 

For the past two vears in charge of dis 
play tor Marshall Field & Co.'s Evanston 


and Lake Forest stores, Del Le Sage has 


resigned in order to become display director 
Nashville. He will be as 
Komosky, 


charge ot Denton’s display department. 


of Denton’'s, 


sisted by Frank formerly in 


Patriotic Posters Available 
For Display Purposes 

\n exhibit of patriotic posters tor display 
purposes will be made available without 
charge to one leading department store in a 
city, according to an announcement by 
Appreciate America, Inc., 130 North Wells 
street, Chicago. The exhibit consists ot 
nearly thirty original pieces designed by 
well-known artists, and has already been on 
view at Marshall Field & Co., Chicago, and 
Gimbel Brothers, Philadelphia. 


Display Fixture Workers 
Pledge Bond Purchases 

The Display Fixture Workers Union, New 
York City, has pledged membership put 
chases of $50,000 worth oi defense stamps 
and bonds. Members of the union have au 
thorized their emplovers to deduct regular 
amounts trom each pay-check until the 
agreed on sum is reached. The union 1s 
affiliated with the American Federation of 
Labor 


Goode Is Appointed 
Account Executive 

Morton Goode has been 
count executive by Copeland Displays, Inc., 
244 West 23rd street, New York City. Until 
“priorities,” district director f 


Nash-Kelvinator Corporat 


ippointed ac 
Goode was 


Blanchard Joins Army; 
Replaced By Stewart 


\fter thirteen vears at Goldman's, Oak 


land, as display manager, Oliver Judson 
Blanchard has resigned in order to join the 
United States army The Vacant thus 
Cre ated | has been tilled by \. Stewart 


Another Displayman 
cane" For Service 


b 1b Clawson writes that for some time 
( re \ 1 lap tead « W 
s is he has be calle { ser 
( Clawson i een charg spla 
Cottrell s Denve 


Joins Collins Shop 
As Display Head 


Jules Fiedler, formerly handling displa 
for the Glove Shops of New York City and 
Westchester, is now in charge of display 
for the Collins Shop, Portsmouth, Va 
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FEATHER-WEIGHT 
MANNEQUINS 


This new line of 
unusual figures 
has been de- 
signed espe- 
cially for high- 
er-type depart- 
ment store and 
specialty shop 
use. Amazingly 
light in weight. 


Write Today 
For Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
Chicago: Smiley & Co., 234 S. Franklin St. 











SHERMAN 


Panels and Backgrounds 


FOR 
SPRING AND SUMMER DISPLAYS 
PATRIOTIC DISPLAYS 
VACATION — TRAVEL — 
SPORT MERCHANDISE 


Sailing Boat Photo Mural 

Marine Panorama 

Garden Fence and Floral Valance 
Fishing Panel 

Golfing Panel 

Woodland Road Photo Mural 

Sea Gull Mural 


Distributed from stock by 


GARRISON-WAGNER. COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 














FOR WOMEN ONLY! 
These graceful SLEEVE FORMS 


Feamareuan 
rn flexib le und 


aid elastic, ing your J ‘ r S 
Goodman "Patent Featherweight 


Sample Pair Sent on Approval 
Pat. No. 1,808,459 
Goodman Flexible Sleeve Form Co., Mfrs. 
19 West 34th St., New York, N. Y 











GENUINE ALUMINUM FOILS 


Available for immediate delivery in rolls 26 in. 
wide. Choice of all colors in plain, embossed 
and printed designs, in 30 and 50 lb. weights. 


Kindly State Your Requirements 


MARCUS WINDOW DISPLAY SERVICE, Inc. 


114 LINCOLN ST. BOSTON, MASS. 








CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSignus @ Backgrounds 
e@ Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 


Carstenite Sales ** Oo; GTi. 
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DISPLAY WORLD 








OPPORTUNITY EXCHANGE 








FOR SALE 


Well-established display business in Southern 


California. Has netted a handsome profit each 
year, in addition to owner’s salary. Excellent 
location, beautiful showrooms in fire-proof build 
ing with every convenience. Low rent. Written 


contracts with several leading stores for regular 


OPPORTUNITY 


One of America’s outstanding display ma- 
terial houses, located in the East, has an 
opening for a man of unusual ability, to 
manage a retail display showroom. 

A man tamiliar with the problems of 








supply of display materials. However, will not ee ; t near SG GES 
sell to anyone who will not agree to keep ‘pres specialty and dept. store display ’ of good 
ent entire office and sales organization—all ex character and pleasing personality. 
cellent, experienced, trusted employees. Net For this type ot man, we have a very 
cost of present inventory, $10,400. Will sell for ° ‘ : = nae ° 
$9,500 cash Purely personal reasons make it Interesting proposition, 
necessary to dispose of this fine business. Some state yvour experience and salary to 
one is going to get a bargain. start. A real opportunity for a live wire. 
6c 9 . 
Address “D. W. A. Address “A, D.” 
Care DISPLAY WORLD, Cincinnati, O Care DISPLAY WORLD 
DISPLAYMEN, SAVE $20 ° 
st | Wanted—Displayman 
Our popular $25.00 Correspondence Course in 
the art of making pictorial and scenic window = t 7 . ° ° 
backgrounds, cut-outs, dioramas, ete., for a lim Must be able to trim sho¢ windows, ae 
ited time, only $5 to displaymen. Learn more stall backgrounds, assist in planning and 
to earn more Save money Enroll today. buying displays. Need not be able to 
ENKEBOLL SCHOOL OF ARTS make displays, but must have creative 
Enkeboll Bldg., 27th & Fort Sts., Omaha, Neb. ideas. (sood opportunity with shoe con- 








Wanted—Display job requiring judgment, initia 
tive, industry Kight yrs. exp. in disp. of both 
men’s and women’s apparel in dept. store and 
specialty shop. Now employed as display man 
iger for specialty shop, but qualified for some 
thing needing “more on the ball’’—hence_ the 
desire for a change Married. 30, 3-A_ draft 
classification. “C. G.,” care DISPLAY WORLD 


cern in southern city. 


Address “‘H. N.”’ 


Care DISPLAY WORLD 














Salesmen, Jobbers, Displaymen 
To handle a popular selling repeat line 
of display specialties. Liberal commis- 
Write giving territory. Address: 
DISPLAY SPECIALTIES 
19 West 34th St. New York City 


sion. 


how to make 
PALM TREES, other types SNOW BRANCH 


ES. artificial flowers. Rust proof metal 
fixtures. Where to get supplies Full instrue 
. $1.00. 

G. JENTZEN 


11 Columbia Ave. Jersey City, N. J. 














COURSES IN WINDOW & STORE DISPLAY 


Background Design: Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing: Adver- 
tising Copy and Layout Personal Training— 
Individual Advancement No Correspondence 
Courses. William F. Ray. President. J. Duncan 


Williams, 
Record and 


116 S. Michigan 


Director, formerly editor of Merchants 
Show Window. The Ray Schools, 
Blvd., Chicago, Box 303. 


Wanted—Window Trimmer 
Must 


ment 


GRABERS DEPT. STORE 


SIKESTON, MO. 


be experienced for junior depart- 


store. State qualifications and refs. 














HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 


thoroughly 
W ill be 
store. 


1 
Keen 


WANTED 


familiar with 


Men's wear displayman, 
em 


Need 


about 


type clothing. 
large Ohio 
procedure tt 
has good detail, and is sold on dis 
Age no importance; should have 
high school education. Salary per 


Write “C. U.,” care DISPLAY WORLD 


better 


pioyed as assistant in 
| } 
not know 


iaree store 


mens weat 
as Career 


east $35 














CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 


CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
rounds, Store Fronts, Exhibition Booths, Model 
3uilding, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet “DW.” 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 














ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 














WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


cash with order. 





\pril forms close 


Only $2.00 per inch. 
\pril 10 
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Lithographers’ Convention 


Set For Chicago 

The Lithographers National 
will hold its thirty-seventh annual cony 
tion at the Edgewater Beach hotel, Chica 
May 12-15. In making this announcem: 
the association pointed out that the m; 
serious problems facing the lithographic 
dustry today indicated the desirability 
choosing this year a centrally-located p: 
where the industry — association memb:rs 
and non-members alike — might 
gether for joint council. 

For a great many years the 
has followed the practice of holding its « 
vention at a resort location where there 
could be combined the advantages of a brief 


Associat 





come 


association 


vacation with the serious business of the 
convention. Not since 1922, when the con- 
vention was held in Detroit, has the asso- 


ciation held its convention in a large city. 
The lithographic industry today faces the 


most critical situation in its history. The 
shadow of the unprecedented demands, not 
only for raw materials but also for labor 


to carry out the victory-war production pro- 
gram, lengthens across the path of the in- 
dustry. It is by no means certain that an 
adequate continuing supply of machinery re- 
pairs, processing supplies and raw miate- 
rials can be made available to maintain nor- 
mal activity. Threatening man-power prob- 
lems also lie immediately ahead. These, 
together with the problem of dwindling mar 
kets and of unprecedented financial prob- 
lems, set the stage for this vear’s conventior 


When Is A Display 
Not A Display? 
The country is gradually becoming accus- 
tomed to magazine advertisements which of- 
fer the advertiser's apologies for not having 
any material to sell, but 
record was set recently by a display which 


some sort of a 


apologized for not being a display. 


The scene was the National Sand 4 
Gravel Association exposition in) Cincin- 
nati, where Allis-Chalmers Manufacturing 


Company had its usual display booth. But 
instead of the customary exhibit of prod- 
ucts, the display of 
pictures and a sign which read: “Why you 
don’t see equipment in this booth: The Allis- 
Chalmers equipment you would normally set 
in this the field, doing its job 
to speed production of vitally 


consisted only a few 


booth is in 
needed war 
materials. 

“We have waived displaying it in the in- 
terest of cooperating with our national wat 
effort, by 
tomers when every day counts. . 


delivering the goods to our cus- 
ss Produc- 
tion in our shops of this urgently necessar’ 
machinery has more than doubled. But we 
have maintained our high standards of man- 
ufacture. We continuing 
development 


researcl 
machinery to 
.. We are making deltv- 


are 


of 


and speed 
your production, 


eries.” 


Packing Firm To Devote 
One Window To Charity 

In a recent newspaper advertisement, Wil- 
liam Philadelphia pack 
ing company, offered one of its display win- 


Margerum’s Sons, 


dows “for use by any worthy charitable en- 
terprise that desires to visibly display its 


enterprise to the public.” 
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(Juestion: Please advise us as to the best 
method of scribing the plastic known as 
“Plexiglas.”—Sharon, Pa. 


\nswer: As a guide to sawing and sand- 


ing “Plexiglas” within close tolerances, 
score the surface lightly with a = sharp 
pointed instrument. When a number oi 


identical pieces, especially formed pieces, are 


to be cut accurately, use a wood or metal 
template. Hold the scribe firmly 
this template. <A readily 
be made on the plastic without applying 
much pressure to the scribe. 


against 


visible line can 


\ razor blade can be used to scribe and 
at the same time to trim back the masking 
The paper can be removed from the 
area to be 


paper. 
discarded, leaving the balance 
of the sheet masked. Thin “Plexiglas,” up 
to about .080 inch can be broken along a 
straight scribe line, provided the line ts 
scribed deeply enough. 


Question: Will vou kindly give us a good 
formula for mucilage 7—Braintree, Mass. 

Answer: The following has been recom- 
mended: 2 ounces of gum Arabic, 8 ounces 
ot water. Add more gum to make stronger, 
or more water to weaken. Be sure to add 
a small amount of sodium benzoate, whicl 
will prevent the mixture trom becoming 
rancid, 

In the January issue appeared a question 
regarding the transfer of a printed illustra 
The question could not 


Mor ris 


Cohen, Pittsburgh, forwards the following 


tion to a showcard. 
be answered at that time, but now 
recipe: Prepare a liquid by dissolving 1 

drams of common yellow soap in 1 pint of 
water (hot); when nearly cold, add 34 ounce 
of oil of turpentine and then shake thor- 
oughly until the ingredients are mixed. QO: 


make a solution by dissolving ounce of 


soft soap and 2 drams of potassium cat 
bonate in one pint of distilled water. Thess 
fuids are used to thoroughly wet the print. 
which is then spread face down on the damp 
surface on which the transfer is to be made 
The two sheets are then placed between 
ker paper and pressure applied, either 
with a letter press or by rubbing with a 
blunt instrument such as the bowl of a 
spoon. These methods are to be used for 
transterring printed pictures to paper, silk 
cloth, handkerchiefs, cardboard, and the like 


Question: An industrial plant here, wor- 


led about blackout problems, has asked our 
studio to figure on a complete obscuration 
heir windows. They want the windows 
completely painted over with black paint, 
ut we have heard of cases where this was 
de and resulted in cracked window glass. 
What information do you have on this? 
ka. 

swer: It is true that glass covered with 
paint is liable to crack, especially 11 
exposed to the direct rays of the sun. This 
to the fact that the rays are absorbed 
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by the paint and produce an abnormal ex- 
7 thor- 
oughly understood between you and your 
client that if the blacking-out is carried out 
as planned, that you can not accept respon- 


sibility tor damaged glass. 


pansion of the glass. It should be 


Question: In a parade, is it permissible 
to drape the American flag over the top of 
should the flag be 


Louis. 


an automobile? How 
displayed when used on a float ?—St. 

Answer: The flag should never be draped 
over the hood, top, sides, or back ot a 
When the flag is displayed on an 
automobile the staff should be affixed firmly 


vehicle. 
to the chassis, or clamped firmly to the 
radiator cap. Do not display the flag on 
a parade float except from a staff 


Women's Shoe And Leather 
Colors For Fall, 1942 


The tollowing coordination notes have 
been prepared by Margaret Hayden Rorke, 
managing director, the Textile Color Card 
\ssociation, to guide the shoe and leathet 
industry in the promotion of the four ofh 
cial colors tor women’s shoes, adopted for 
fall, 1942, by the joint committee of tan- 
ners, shoe manutacturers and retailers in 
cooperation with the color association 

For the purpose of conserving dyestuffs 
and leather for the government's war re 
quirements, the allied associations have lim- 
ited fall color selection for women's shoes 
to four repeated shades, chosen because ot 
their continued fashion and merchandising 
value. 

‘Town brown,” a rich warm brown, con 
tinues its basic importance as a_tavored 
color for wear with costumes in new fall 
browns and tans, dark and medium greens, 
grayed versions, 


including soft bluish = o1 


golden tones, muted medium blues, subtle 
dusty rose shades, grays and taupes 
strong 


The increasingly acceptance ot 


“Golden Tobacco”’—a golden brown—again 


signals it for wide use, especially tor the 
casual walking or service type above, which 
is In growing demand by women in various 
service organizations. 

successtul 


“Turttan” highly 


russet shade for casual town, country o1 


remains a 
campus shoes. Goes well with sports or 


tailored clothes in rust or coppery tones, 
greens, Warm tans, medium graved or green- 
natural beiges, also 


ish blues, grays and 
animated sport tones 

“Kona Red” retains its fashion distinction 
as a very smart darker red for contrast with 
fall costumes in) grays, taupes, neutral 
beiges, greens and the entire gamut of blues 
Likewise blends beautifully with rich cherry 


and wine reds 
Special Blackout Glue 
ls Announced 


Midland Glue Company, 1478 
Madison avenue, Detroit, has suggested that 


Products 


blackouts can be accomplished where neces 
sary by first painting the glass with black 
paint and then applying the firm’s “Blackout 
Glue” and adhering waterproof paper, card 
board, or similar material. The glue is said 
to act as a shatter-proofing agent in the 
event of bombings. 
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@FISH NETS 

@BEACH CLOTHS 
@SUPERLAWN 

@GRASS MATS 

@ ARTIFICIAL FLOWERS 










WE CAN FILL 










ALL YOUR @84'," PATRIOTIC STRIPES 
DISPLAY @ NAUTICAL SPECIALTIES 
excuse. @ COTTON ROPING 
@CORK FLOATS AND 
MENTS MOULDING 
@ LEATHERETTES 
n @ BAMBOO MATS 





@SUMMER CRASHES 
















rr a 
RATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


St. Louis 
915 Olive St. 


Los Angeles 
819 Santee St. 


Chicago 
6 E. Lake St. 








(A 


UBBERLITE 


U. S. Patent 
No. 1,920,372 


Used by Durable exclusively in all 
Send 


their Mannequin creations. 
for new catalog. 


DURABLE DISPLAYS, INC. 


2010 S. HALSTED ST., CHICAGO 

















VICTORY EMBLEM 
WITH UNCLE SAM 


In Full Color 
OTHER PATRIOTIC 
DISPLAYS 
Write for 
Illustrated Catalog 


Chicago Statuary Co. 


55 E. Wacker Drive 
Chicago, Ill. 
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| 
Display] FRI ovsxrisine wnoex 
World) As ates 


Display’s Great Monthly Digest MARCH, 1917 Arranjay Wig Co. 
& E Fe V } oC Er Harry Bird, John Wanamaker’s, New York Artley Studio . 
Lity, returned en Se month's trip to Barron & Associates, J. E.. Inside Back Cov: 
Havana and Florida. He was accompanied i ts SE Vc 
E U R E A U by Joe Campbell, his first assistant, and = getter. 4g — 
Bliss Display Corp. 


William Larkin, of the store’s art staff. 
ns ated te ante Ge ees Ge ee Charles Brandt, formerly iin charge of | Bonafide Display & Decorative Co. 
tee about anything in the display line in display for Siegel's, New York City, took a Brenan, L. M. 
whieh you, are lnteresed. Hf you de nat fad || similar position with Diskon's, Paterson, | | Bulkley, Dunton & Co. 
rate letter. If we do not have the information New Jersey. Camden Artcraft Co. 
you want on file, we’ll find out for you. Avail | nh B. Scl ler. display anager for 
agen ho our asesiee facilities without cost Joseph b. schooler, splay manage or Camp Co., S. H. 
or obligation. avidso sro -s Comp Sioux City : 
- uae ae includes an analysis Davidson I ré ther . Co mp inv, Sioux ( ity, Cutasita Sales 
was one of the instructors at the local Mer- hen Ciadiies ie 
Cj Air Brushes chandising and Industrial exposition. 9 ; 


() Airpainting Equipment : < 

Animated Signs L. A. McMullen, display director for the . 
—— — Peoples Outfitting Company, Portland, Ore., Darling Co., L. A. 
Backgrounds won a handsome silver cup as first prize in Decorative Pleat Co.. lac. 


Background Colors ? - > : a . ; a eee _ 
Background Coverings a local display contest in which the featured Retatt Shancese Co. 
Display Equipment Corp. 


Chicago Statuary Co. 


Brushes and Pens subject was Mrs. Vernon Castle in the mo- 
Card & Mat Board : States Wit a) #? 

Cardwriters’ Materials tion picture “Patria. 

aa piehting Following the diplomatic break between 
Seulpesitinn @teces the United States and Germany, displaymen 
— ees were urged to install patriotic displays in a Durable Displays, Inc. 
Dessealive Paners drive for army and navy enlistments. 

+ ee nea coll T. E. B. Douglas, who had been with the 
Siestay Some - display department of Marshall Field & Co., Ferrill & Co., Harve..... 35 
Display a Chicago, became display manager for the Flame-Glo Co., Inc. 

Drawing Boards Guarantee Shoe Company, Birmingham. : 
Pabsits tol Teeeings George Deere resigned as display man- Garrison-Wagner Co. 46, 52, 53 


Fixtures ager for Wilcox Brothers, Bloomington, IIL, Goodman Flexible Sleeve Form Co. 53 


Fl - F ° , er . , > 
Foite and Banners and took a similar position with W. H. Rol- Haida Displays, Inc., Victor 43 


Glass Specialties and & Co., of the same city. Hansen Mfg. Co., A. L. 4} 


Grass Mats 

Hosiery & Shoe Forms Hel Chemical Co. 44 
piece Glass MARCH, 1932 oid aieen , 

pong on: Tg Edward S. Arkow joined the Steinbach International Register Co. 33 


Lithographed Displays oO : s 4 Park, N as displ: i- ; 
oneiantion play Company, Asbury Park, N. J., as display di Korrect-Way Display Products 


Mouldings rector. He had held a similar position with inside (Bront Cover 
Metal Sheets reiey "ven odiniidic fone ee 
Arnold Constable & . and more recently Meohurem febsic Gor. 55 


Millinery Head ‘ ; : : 

Motion Displays had been with the Wise Shoe Company, New 
Manhattan Wood Letter Co. 
Marcus Window Display Service 


Display Mannequin, Inc. 
Douglas Fir Plywood Assn. 


Eaton Brothers Corp. 


Motion Mechanisms York City 
Natural Foliage “e : a eas ‘ 
Pageants & Exhibits H. D. Morris took charge of display for me aca 
aques (Window) M. FE. Blatt Company, Atlantic City arquardt = 
Papier Mache Specialties anes ere ee ee 
Photographic Blowups William Scharninghausen, Che Bon ong gg Gear Co. 
Price G Marche, was named convention director for a ep AR 
e Cards—Tickets Bae aye ; : Mitten's Display Letters 
Price Ticket Holders the Pacific Coast Association of Display 
ne Bag ow Men convention, scheduled for Seattle in Nu-Display Specialty Co. 
Show Cards September Nu-Way Fixture Factory 
sed ee Colors The 
ow Cases 
oe Case Lighting Men's Association, planned for Louisville in 
1 — - . 
+ ett sae Rang neil May, was postponed for one vear. Paasche Airbrush Co. sae 
Signs—Electric L. J. Dwiggins joined the Neighborhood Paper Converting & Finishing Co. 
os yer od Stores Di play Service, Chica to organize 
tencil Outfits Bane Pers So 9 wey 80 OFS" Redikut Letter Co 
Stock P display “O i0 aden: nN for c . . : ° 
a Seve ll a display production department for that Retail Reporting Service 
Store Fronts company, Reyburn Mfg. Co. 
Time: Switches ae 
Turntables Nalco Makes Change Rubber Products, Inc. 
Valances . 
Wall Board In Location Sherman Paper Products Corp. 
ae Lighting Nalco, Inc., manufacturer of display mur- Sherwin-Williams Co. Back Cover 
[) Do you wish a copy of their catalogue? ls, is now located at 203 East 18th street, anoe Yorn Se. 


[) Do you plan to remodel your store soon? New York City Silvestri Art Mfg. Co. 
C) Do you plan to build a store soon? Spadea Studios 


MAIL TO . : . Speedway Mfg. Co... : 
DISPLAY WORLD Buffalo Signs And Displays Stensgaard & Associates, !nc., 
CINCINNATI, OHIO To Continue Lighted Stylo-Plastic Mfg. Co. 


Se SB SB SB SB BB eS SB BR eee eR eee eee ee ee Rumors ot a threatened power shortage in 
Thayer & Chandler 


Transparent Shade Co. 


a) » 10 of > So i @ Jis < ° 
convention of the Southern Display Opportunity Exchange 


OQOOOOOOOO OOOO D000 0000:000200000000 0000000000 00000 000000000000000000000 


. the Buffalo area, which would necessitate 
firm . . . 
the blacking-out of window displays and 


Display Manager , electric signs, are said to be groundless. The U. S. Plywood Co., Inc. 


Buffalo Niagara Electric Corporation states 


Street 


alae aoe Williams, Inc., Jas. B. 
that there is an ample supply of reserve Wold Air Brush Mfg. Co 


City : ; 
power tor all war requirements. 































MULTI-USE 


GLASS DISPLAYERS 


The name that means VALUE and SUARTNESS 
to DISCRIMINATING DISPLAYMEN 


xk *k 


cess Patented 
», 2,024,775 
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3 Detailed 
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52 36¢ PER 
47 An Unusual Sales Compelling rime 
54 Treatment in Window pipe aay 
Displayers FEE 
49 
45 
a BUILD-UPS—UNLIMITED!!! 
S| 
49 
4| * * 
52 
A new type of display fixture that answers the demand for some- ~~; lie oy ~ 
As thing entirely original. The versatility in the display application / Fa SAS L 
. of these units are limited only by the ingenuity of the displayman. oS t225 “se a. J 
38 
| ’ | BUY MULTI-USE GLASS DISPLAYERS NOW—AND MAKE YOUR SPRING WINDOWS SPARKLE 
49 | Chicago Office: ROBERT B. DEAL, Representative, 209 S. State St., 1707 Republic Bldg., Phone Webster 2060. 
53 | Eastern Office: R. E. HOWARTH, Representative, North Penn Glass & Mirror Co., Quakertown, Pa., Phone 470. 
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934 VINE STREET tet. PA. G5G2 CINCINNATI, OHIO 
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GET YOUR 
FREE COPY 


from the Quali-Craft 
distributor near you, 
or write Sherwin- 
Williams Co., Cleve- 
land, O., (Dept. "S’’). 


72 OF ’EM — ALL 
CHOCK-FULL OF 
NEW IDEAS AND 
MATERIALS! 


DESIGNED TO STOP TRAFFIC 
AND PRODUCE SALES! 
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